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Another 


we ack Pony 
promotion “ 


JACK PAAR SHOW 





--e€asily recognized 
in the Princess...a 
delightful walking shoe 
with stacked leather heel 
---one of the exciting 
flats for which she is 
justly famed! Crafted in 


butter-soft 
chant 


T1586 7 Briarwood... 


and in all Hubschman 


fashion colours...by 
Lucky Stride Shoes, Inc., 


Maysville, Kentucky 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. e FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 











TRADE MARK REG.US. PATENT OFF. 


For Children of All Ages 


AS ADVERTISED IN PARENTS MAGAZINE 


In Stock 4125 
Black Oxford 

with Allenite Tip 
Leather Sole 


64 to 8, B, C, D, & E, 

Spring Heel 

81% to 12, A, B, C, D, E, & EE, 
Spring Heel 

1214 to 3, A, B, C, D, E, & EE, 
Rubber Heel 

Also in-stock in Brown, 

No. 4165 


No seams in back, inside or outside, to rip or tear 


or hurt tender young feet. Quality Craftsmanship, 
combined with fine tailored styling makes Kali-sten-iks 


“A Capital Asset in Your Store.” 


THE GILBERT SHOE CO., THIENSVILLE, wine Oni 
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With American Girl’s complete line, you not only 
IN THE get the ‘‘Under $10” volume, you keep it. 


COMPLETE: dress shoes, walking shoes, street shoes, nurses 


Ts $ 99 shoes, flats, casuals, novelties — for teen, career woman, house- 
INDER 0 wife, grandmother. 


PROVEN: the #1 brand in the $6.99 to $9.99 field, proven #1 


BUSINE S S profit-getter in many stores. 


“AMERICAN GIRL 


CONSOLIDATED 
NATIONAL 


or 


288 A STREET, BOSTON, MASS. - NEW YORK OFFICE: ROOM 522, MARBRIDGE BLDG. 
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Buster Brown 
brings flexible new Vylyt. sole 


to boys’ shoes (“i227 


This new Vylyt 


Pare Heavy and rugged 
sole ts practically ~yet it flexes like a fishing rod! 


wearproof to take 
all the punishment 
a boy can give it 


Now Buster Brown re- 
tailers can sell the new- 
est sole ever brought to 
boys’ shoes. 

And Buster Brown’s 
new Vylyt sole has the 
sturdy look and weight 
that boys want plus the 
long wear that mothers 
look for. 

These are extra sell- 
ing features that can be 
demonstrated in 30 sec- 
onds, right at the fitting 
stool. 

So it figures that this 
new advance will add 
to the Buster Brown Pure Vylyt one-piece sole and Special nonskid mold bottom Sole welded to uppers—no 


retailer’s already big heel gives the long wear that design makes walking and stitches—much greater wear 
mothers have been looking for. running safer. at toe. 








volume and profits. 


Bb Quatity at your feet 


BROWN 


SHOE COMPANY 








St. Louis, Missouri... Makers of: Air Step « Buster Brown « Galaxies * Glamour Debs « Life Stride + Miss America + Naturalizer + Official Boy Scout Shoes 
Official Girl Scout Shoes « Pedwin + Propr-Bilt » Risqué * Robin Hood + Robinette + Roblee » Smartaire 
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aiwars rour Eytrg Profits! 


GET READY FOR IT NOW 


Full Page Ad, 
THE SATURDAY EVENING POST : ‘ 
... Reaches over 30,861,000 readers. f ANY + 


Also this Ad in F] 
LIFE MAGAZINE | kay Reve 


... reaches over 
32,000,000 readers. & 


Don McNeill’s BREAKFAST CLUB, heard every 
Tuesday and Thursday over 300 stations in the 
great ABC network, Coast to Coast... 


Plus 


the impact of 63 magazines, 530 newspapers and Sunday 
Magazine sections from Coast to Coast to give you the 
biggest, most profitable Dr. Scholl’s Foot Comfort Week 
ever! Check your stock of Dr. Scholl’s and order NOW! 


MAIL COUPON NOW 
THE SCHOLL MFG. CO., INC., Chicago 10, Ill. 
N. Y. 11, N. ¥. « Los Angeles 58, Calif. 


Please send us your new Dr. Scholl Foot Comfort Week Window Display - 





FREE Pre-Tested Window Display 
It’s just what you need to make your 
Dr. Scholl’s Foot Comfort® Week 
a record-breaker. It’s in full color. 
Measures only 33” high, 22%” wide, 4” 
deep. Yours FREE. Mail coupon today! 


— oe oe oe oe oe oe oe oe oe oy 
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A. C. LAWRENCE LEATHER CO., A DIVISION OF SWIFT & COMPANY, (INC.), PEABODY, MASS. 
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I've been 
fleeced!’ 


“Lawrence tanned my hide! And 
the result — Topline —a new lambskin 
lining with superior strength and 
tightness. It’s luxurious, but the 
economy price rates an exclamation point! 
And wait until you see my antique finish! 
If you want the qualities of an expensive 
lining — without its price tag — take my 
hide for it — Topline is perfect for the 
new lighter shoes.” 


We acknowledge the contribution of our 
friend above and all our many selected 
friends that contribute to Lawrence 
Calfskin, Side Leather, Sole Leather, 
Sheepskin, or Shearling. 


euronce. 


LEATHERS 


from the world of imagination 
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Our dealers help write our ads. 
This is a quote from a Jarman 
dealer in Texas. (And wherever 
your store, you will say the 
same thing if you should 
become a Jarman dealer. For full 
information about our 


proposition, write today.) 
hashes 52637 —in washable 
aa : white grain and black 
grain, with hand-sewn 
moccasin seams. 
leather sole and heel. 
To retail at $13.95 


JARMAN SHOE COMPANY ¢« NASHVILLE, TENNESSEE 
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Motivation and 
Other Subjects 














—Regardless of economic conditions in 1960 and the 
years ahead, some companies are going to forge 
ahead much faster than the national average. Others 
will go sideways and finish the year in about the 
same relative position as the year before. Still others 


will slip and fall behind. 


— “Companies who wil] beat the averages will be | 


those who recognize the importance of selling as a 
profit-making device of the ‘Sixties’. 


—*“There are three main sources of profit increase: 
First . . . increase sales. Second . . . effect positive 
cost reductions. Third . . . increase prices. 


—*“The converse will, of course, reduce profits.” 


—To effect these objectives, the SALES EXECUTIVE 


CLUB of New York once again sponsored a “Cer- 


tified Professional Salesman” Seminar recently to | 
benefit both new and experienced sales personnel. | 


It was: 


—Intended to teach fundamentals and demonstrate 
how they can be used in specific selling problems. 


—Designed to show how, through effective sales train- | 
ing. organizations can accomplish al] three of the | 


above mentioned objectives and turn in greater 
profits as a result, and 


—Employed instruction methods that encourage sales- | 


men to participate in developing a sales presenta- 
tion that will motivate people to buy and then fol- 
low through on a face-to-face basis with prospects. 


—Anything that gives salesmen an extra tool for their | 


selling kit is always welcome, and helpful. 


—It can set up a chain reaction that culminates in 
satisfactions to the ultimate consumer and profits to 
the organization. 


g. B. Iartuns ‘ 
Publisher 
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$4,099,228 





How about 
that! 





-. 


\ 


We're taking off from our Fabulous 
Fifties to the Soaring Sixties 
...WON'T YOU JOIN US? 


With Jumping Jacks, Young America’s 
Finest Fitting Shoes, and Bristols for 


boys and young men yUMPy ‘ KS 
on their way UP... Ns dec 
you have a complete ORIGINALS 
franchise on the eee) 


growingest, soaringest 
market of the soar- y= 

ing sixties...the ee 
Crib to College pape 
crowd! See the most Ce 
complete, style- r to 
alert, quality line in es 
the country today! 


VAISEY-BRISTOL SHOE COMPANY 
Monett, Missouri 














NATURALLY 


Here’s part of your answer to increasing your high fashion women’s 
shoe sales! Armour natural finish leather soles. Ask Palizzio. And, 
ask them why they go to Armour for these superflexible, natural, flawless 
soles that need no buffing—no dying—only waxing. Armour has the 
largest assortment of selections in grades and weights in the sole business. 
But, each is consistent and of the quality needed to match your shoe trade 
requirements. Have your purchasing agent call in your job specifications 
for Armour samples and prices today. 


JN RMOUR LEATHER COMPANY 


Sole Leather Division Williamsport, Pa. 


Lizz t© High Time—\ Soled by Armour, 
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lOoK. 
WHaTS 
FIAPPENED — : 


TO THE © 
TENNIS 


4 
7 
SH cl : 
O we 
, 


NEW 
CORDUROY 
CASuAIS 


PIN-WALE CORDUROY = 
TAPERED TOES = CASUAL 
STR!PED SOCK. LININGS 


Tred-Lite ra COWPRe 


LVS Fie foot Fasha MACHINE WASHABLF Too! 


Cambridge Rubber Company ‘ 
Cambridge 39, Mass. 
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FATE 


does the selling job 
in an on-the-job shoe! 


Weinbrenner Shoe Co. makes the THORO- 
GOOD shoe for the people who must have the 
best in shoe service: policemen, mailmen, firemen, 
etc. That’s why Weinbrenner uses Pacifate linings—the 
famous shoe linings by Pacific Mills that give longest wear 
and is treated to prevent re-infection from Athlete’s Foot—a 
must for men who share showers, locker rooms, and other facilities 
as part of their jobs. Pacifate linings also retard foot odors due to bac- 
terial decay and perspiration—once again, all-important to men who are 
on their feet a lot and outdoors in hottest weather. 
Pacifate helps preserve leather from drying out 
and cracking, too, giving this shoe more mile- 
age, greater value—and making it more 
comfortable! These men know that 


Health Council. 
Pacifate — and see 
what a job it does 


OB-FITTED 
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VYEOLAC. 


THE BORG-WARNER PLASTIC THAT’S TOUGH, HARD, AND RIGID 


When women's heels took a turn for the tall and thin, flex fatigue, shock-impact and 
heat distortion became serious problems. To overcome these problems, a specific 
new material was developed by Marbon and Borg-Warner research: 
CYCOLAC GS. Heels of CYCOLAC are longer-lasting—they laugh off toughest use, 
and have proved superior to leading competitive materials. Returns are hitting 
an all-time low. New economies are realized because the low weight of 
CYCOLAC GS offers more heels per pound of material. 


Check CYCOLAC GS now! 
CYCOLAC Better in more ways than any other plastic 


=e 
MARBON CHEMICAL BW’ civision BORG-WARNER 


WASHINGTON WEST VIRGINIA 
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TAKE YOUR PICK... 
they’re yours for REE! 


eget OT ee 


While they last, we will supply either 
of these silent salesmen, at no cost, to 
merchants who order 72 pairs of any 
Tingley Rubbers or Boots before 
August 1st. These attractive, portable 
fixtures will sell many extra pairs of 
rubber footwear for you. 


REMEMBER: 


Tingley’s S-T-R-E-T-C-H — 1 size fits 4 
shoe sizes. You give everybody a better 
fit with 14 the inventory. 


They make a perfect tie-in with our advertising in 


LIFE, SATURDAY EVENING POST, 
PARENTS’ and twelve Farm Magazines. 


If you are crowded, this new 
fixture, only 15 inches wide, 
is just what you’re looking for. 


TINGLEY RUBBER CORPORATION 903 Ross Street, Rahway, N.J. 
Send me new catalog, price list and name of nearest Tingley distributor. 
Phone or write the nearest Tingley Name 


Distributor. There is one near you, 
but if you don’t know him, write us: 





Address 





City Zone State 
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fashioned for 
fun and frolic 


BY THE SHUGOR TAYLOR 


Smart new creations that meet 
every demand for the new in 
fashion, yet retain the priceless 
ingredient of comfort, are made 


possible by the limitless magic of 


All-leather flattie with 
narrow gores channeled 
through tunnels to pro- 
duce a flat surface over 
the instep, and present a 
shirred vamp appearance. 


Suede flattie with Ruf- 
flette Shugor in matching 
color. Highlighted with 
gold fastener. 


Massachusetts 


SEE US at Booth 322, at the North American Factory Management Conference, Hotel Netherland Hilton, Cincinnati, May 13-16 
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“Wide consumer acceptance of neoprene soles helps 
increase demand for our McCoy work shoe line’ 


MR. L. J. GEUDER, Vice President 
Holland-Racine Shoes, Inc. 
Holland, Michigan 


‘We are convinced,’ Mr. Geuder 
states, “that properly designed soles 
are the prime factor in the sale of 
work and service type shoes. We find 
an ever-widening demand and accep- 
tance for neoprene soles in our McCoy 
work shoe line.” 

Like other leading shoe manufac- 
turers, Holland-Racine specifies neo- 
prene soles to meet the wide range of 
working conditions that their McCoy 
shoes must encounter. The reputation 
of neoprene soles for quality and per- 
formance on the job assures Holland- 
Racine of customer satisfaction, 
Neoprene soles are known for their 
long wear and resistance to oil, grease, 
acids and chemicals. They also resist 
abrasion, chipping and cracking — 
keep their resilience and flexibility in 
coldest weather. 

Put the selling power of Du Pont 
neoprene to work for you. Specify 
neoprene soles and heels for your 
work and safety shoes. You'll find 
them profitable sales tools. 

E. I. du Pont de Nemours & Co. 
(Inc.), Elastomer Chemicals Depart- 
ment BS-5, Wilmington 98, Delaware. 


NEOPRENE 
SYNTHETIC RUBBER 


REG, U.S, paT. OFF 


Better Things for Better Living. . . through Chemistry 
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CORDUROY UPPERS 
COLORS: Black, 


Charcoal, Gold, Loden 
Green, Red and White 


BRIGTOLITE sume 


A NEW Focus on Fabric Footwear 
Styled for the SIXTY Seasons! 


Pointing the way with original and colorful “Fashion Flairs”, Bristolite scores again in setting new 
trends for year ‘round fabric footwear! The most appealing and dramatic pointed toe concept ever 

. in Canvas and Corduroy in the season’s foremost colors . . . to retail at $4.00. 
Your Inquiry Invited 





FABRIC UPPERS 


COLORS: Black, 
Charcoal, Chino, Loden 


Green, Navy Red 
and White 


... POINT-O- FASHION / 


Styling and Comfort . 


In added dagh of FASHION HlAffe’ 


A Quality Product of 


BRISTOL MANUFACTURING CORPORATION 
BRISTOL, RHODE ISLAND 
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THE QUALITY LEATHER 
*1472 
O hal leuk 
Ge 
pale and beautiful...... 


in Candlelight Calf 


THE LEATHER co, GIRARD, OHIO 











young and gay 
in every way 


A TRIO OF HITS 
ON THE 
VINER LABEL 


Tops on the list of favorites 
this season, these new teen 
patterns by Viner! They're 
styled for the young in heart, 
quality crafted, and priced 
for the gal who must watch 
her budget. To see more, 
write for new In-Stock catalog. 


IN-STOCK 
Retail $6.95-$9.95 


VINER BROS., INC. 


BANGOR, MAINE 
Shoe Craftsmen Since 1905 
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UNITED CHEMISTRY IN ACTION... 
Helps You Produce More and Better Shoes 


Behind United shoemaking products there is a remarkable 


world of chemistry in action. This chemistry gives shoemakers 
new opportunities for increased cost savings, improved quality 
and extra beauty and durability. 

Chemistry gives you the quality line of SUPERGRIP® Sole 
Attaching Cements formulas that can bond all materials for 
all types of shoes. Plus the new cost-cutting BE BE ROD 
thermoplastic cements, too. 


Chemistry helps produce the world’s most extensive line of 


quality finishes including remarkable DURALENE® and 
SUPERFIL”* shoe finishes. 


Chemistry produces the cements and know-how for the unique, 
cost-saving PLIRIB* insole rib materials. 

Chemistry even contributes vital metallurgical data to provide 
precision fit and top quality steel for users of VITA-TEMPERED 
shanks. 

When you need new and different solutions to tough shoe- 
making problems — or want top value in shoemaking supplies — 
rely on United’s “‘chemistry in action” for that extra margin of 
quality and dependability. United Shoe Machinery Corporation, 
140 Federal Street, Boston, Mass. 


GAC CATALOG... 


THE YOUR DEPENDABLE SOURCE FOR QUALITY SHOEMAKING SUPPLIES 











SOURCE 


For the most 

complete line of 
Vinyl Shoe Fabrics 
in the Industry? eee ocnneonneuurnanne 


“Look for us at the PATENEL® TUFSTA DOUBLER® 
FACTORY MANAGEMENT CONFERENCE, Lee 











: FOR LININGS MUSTANG® BRONCO® 
CINCINNATI ° BOOTH 441-442.” RESPROID 1000® TOLEX JAMAL® RESPROID® 
NYGEN® Kabra, RAYETTE® TOLEX® 
RESKRAF® DURAKALF® 














A PRODUCT OF 


GENERAL 


The General Tire 
& Rubber Company 


Zyovo TEXTILEATHER ="), 


THE GENERAL TIRE & RUBBER COMPANY - FOOTWEAR FABRICS DIVISION rorto0 sonic 









Also distributed by 





Represented by: Universal Coated Fabrics Co., inc 
*Seamon Steen Company *Liebman & Cumming John E. Shevenell K.O. Schneider & Son ‘'*A.G Mooney, Ltd 643 Broadway, New York 12,N Y 
96-100 South Street 1329 Sunset Bivd 21 Spruce Street 1225 North Water Street 20 Bates Road , 
Boston 11, Massachusetts Los Angeles, California New York 38, New York Milwaukee, Wisconsin Montreal 8, Canada Stocks are warehoused for your convenience at the 





regional sales offices indicated by an asterisk 





Melvin E. Weil * Moore & Giles Liebman & Cumming C.N. Riesenberger & Son * Barnard Shoe industry Supply Corp 
180 North Wacker Drive — P.O. Box 56 718 Mission St.,Rm.422 370 West Broad Street 10380 Page Industrial Bivd tRepresenting The General Tire Chemical Co. a 
Chicago 6, Illinois Lynchburg, Virginia San Francisco, California Columbus 22, Ohio St. Louis 32, Missouri subsidiary of G.T & R._ Co 
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DOUGLAS Fs ctu 


46-1008 — Handsome 
“Heart wing’ style in 
new “Walnut brown” 
leather. Also available 
in “Ivy” green and black. 


Yes, that’s right — no less than 80 youthful, fast-moving 
styles to retail for $9.95 and $10.95, at full mark-up. 
Dynamic Douglas also offers: 


® 54 high-grade styles to retail profitably at $11.95-$14.95. 


® A complete line of boots and service shoes for all types of 
jobs and outdoor activities. 


® A value-packed group of boys’ shoes — including official 
Boy Scout shoes — to retail at $7.95 and $8.95. (Many 
are scaled-down versions of popular men’s numbers, so 
you can offer complete coverage from size 2 through 12.) 


® A group of shoes and slippers for “impulse” extra-pair sales. 


the profitable 
young men's manket 


$995 


$1095 


®@ A complete year-round window program plus distinctive, 
practical in-store display units. 

@ A strong nationai advertising program to enhance a name 
that has stood for excellent shoemanship since 1876. 

Write for full details of how you can “Go Douglas”... to 

more customers, sales and profits! 


Dauylas 


DOUGLAS SHOE COMPANY, NASHVILLE, TENNESSEE, A GENESCO SUBSIDIARY. 
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PPSSA Exhibitors Busy Despite Date Conflict 


“One of our best ‘business’ 
shows,” said exhibitors at the 
Popular Price Show. Apparently 
the conflict in dates with St. 
Louis’ SMA did not hurt. 


By ESTELLE G. ANDERSON 


NEW YORK—How to be in two 
places at one time? That was the 
question. 

It was only natural that there 
would be some conjecture, even 
qualms, prior to the 24th semi-an- 
nual Popular Price Shoe Show in 
New York, May 1-5. The dates 
were simultaneous with those of 
the Shoe Market of America in St. 
Louis. But the doubts were dis- 
pelled in the first hours of the 
show. Evidently many retailers and 
buyers decided to stay in New 
York, for by the third day, most of 
the attendance estimates made be- 
fore the show had to be revised 
upward. 


Exhibits in 1100 Rooms—There 
were 1100 display rooms, concen- 
trated in the Hotels New Yorker 
and Sheraton-Atlantic with a few 
in the New York Trade Show 
Building. The number of partici- 
pating exhibitors was comparable 
to the November 1959 show. But 
the signed registration ran about 
200 ahead of November. 

The general consensus from the 
sponsoring associations, the New 
England Shoe and Leather Associa- 
tion and the National Association 
of Shoe Chain Stores, as well as 
the exhibitors, was: “This has been 
one of the best ‘business’ shows we 
have ever had. Traffic was excel- 
lent. Frequently two or three 
people from one organization were 
present, representing as many as a 
hundred or more multiple stores. 
Interest was high. Actual buying 
was very good.” 

Manufacturers’ representatives in- 
dicated they had seen (and sold 
to) many new customers, in addition 
to regular accounts. 


Retail Shelves Empty—This was 
a buying show for many reasons. 
Good business in the latter half of 
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April had depleted inventories and 
retail stocks. Merchants were ready 
to place their orders for shoes out 
of in-stock as well as make-up. 
Prices were favorable. In some 
instances manufacturers had “ad- 
justed” their prices (reduced them 
anywhere from 5 cents to 25 cents, 
even 50 cents a pair) in order to 
give retailers a better markup. 
Eventually the decrease will prob- 


has remained fantastically stable 
during the past year.” 


Raw Materials Stable — “The 
leather market too has been consis- 
tently level,” the show officials 
said. “We do not anticipate any 
change in raw material costs. The 
over-all hide situation is very good. 
There has been a 10 to 12 per cent 
increase in production and we see 


Retailers swap shop talk at PPSSA. Left to right: Albert Ostrov and Irving E. 
Miller, both of Ostrov Shoe Company, Akron, O., and Paul Wayne and Joe Long, 
both of Hardy Shoe Stores, retail division of Genesco, Nashville, Tenn. 


ably percolate down to the consumer. 


Show Leaders Speak—At a press 
conference presiced over by Fran- 
cis H. Gleason of J. F. McElwain 
Company, president of the New En- 
gland Shoe and Leather Association, 
and Alfred L. Morse of Morse Shoe 
Stores, president of the National 
Association of Shoe Chain Stores, 
as well as Maxwell Field and Ed- 
ward Atkins, executive vice-presi- 
dents of the two associations, 
prices came under consideration. 

The answer: “In spite of certain 
statements to the contrary, we do 
not foresee any significant changes 
in price at the wholesale or retail 
level. People who are reducing 
their prices now may have ad- 
vanced them more than others 
originally. In general the market 


no signs (nor reason) for a repeti- 
tion of the volatile conditions that 
prevailed in the market early in 
1959.” 

With regard to sales volume, the 
officials look for an overall increase 
of some 10 per cent over 1959 in 
dollar sales of shoes and a similar 
increase in pairage. Retail expan- 
sion programs are continuing to 
project new stores, remodeled 
stores and new departments at a 
rate which should add a record- 
breaking number of new shoe shop- 
ping facilities this year. 


“The Quality Approach” — Ed- 
ward Atkins, executive vice-presi- 
dent of NASCS, summed up shoe- 
men’s aims and accomplishments: 
“We honestly feel that this indus- 

(CONTINUED ON NEXT PAGE) 
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PPSSA: Reports on Fall Offerings 


(CONTINUED FROM PREVIOUS PAGE) 
try has achieved or is close to 
achieving the quality approach. It 
is being exemplified in the lines 
that are shown and the way in 
which buyers and retailers are pro- 
jecting their thinking for fall. 

“Wherever manufacturers are 
able to take advantage of some 
softening in the price of materials, 
it is being used in quality build-up 
of the product. We think this is 
the most important, unified think- 
ing that we have seen come out of 
this industry in some time. Prod- 
uct appeal on a strictly quality 
basis, in addition to the style fac- 
tors, is going to contribute im- 
mensely to a fair and better share 
of the market.” 


Women’s Shoes: Style 
Trends Well Defined 


WOMEN’S shoe style trends for 
fall-winter were sharply defined at 
the PPSSA. In lasts the triple 
needle was the newsiest. Most style 
manufacturers had introduced this 
toe on very high heels; some also 
on 18/8. Nearly all had used the 
double needle. The single went into 
more conservative styles. 

Sharply tapered toes extended to 
more flat and low-heel shoes. Real 
square toes looked right on sports 
and walking types. 


The Heel Picture — There was 
a great increase in 12/8 and 14/8 
heights — either “little” shaped 
heels or sturdy stacked leather 
heels. Slim shapes were good on 
18/8 as well as higher. The stacked 
leather heel showed growing popu- 
larity in all heights and shapes. 
The slim shapes, both high and 
medium, simulated genuine stacked 
leather heels. Little squash or 
Queen Anne heels were very strong. 
Wedges on all heights showed in- 
creasing strength. Very low wedges, 
an inch and lower, have been 
shaped to give a youthful look. 


Low-shell throat lines looked 
new. Round throats continued ba- 
sic. Square throats have come in, 
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especially on more tailored types 
and some very pointed toes. 
Dropped toplines, giving a smooth, 
stitchless look, showed increases. 


About Leathers — Smooth leath- 
ers, waxy and finely grained ones 
were the favorites. Soft glove tan- 
nages — including a few genuine 
deerskin—were strong in unlined 
weights for sports and casuals. 
Sueded types also were liked in 
these shoes. 

The unlined weights were being 
used in all types of shoes from 
flats to high-heel dressy shoes. 
Some increase in reptiles was not- 
ed. Lustres still continue popular 
in many lines, both in all-over 
shoes and as trims on suede. Fine 
black suede was still a favorite for 
dressy shoes, trimmed with lustre 
or a silk fabric. Also seen was a 
certain number of black fabric 
shoes, mostly peau de soie or satin. 


Brown Leads Colors—Brown was 
of course the color leader, black 
excepted. Medium browns promised 
to be good early; very dark for 
later, and the briarwood types for 
tailored. There was style interest 
in the greened browns as well as 
the browned, grayed greens. Red- 
dened browns and browned reds 
were liked in style houses. Green 
proved spotty. There was little talk 
of blue and gray. 

Closed pumgs led in patterns on 
all toes and heels. One and two- 
eyelet ties appeared in many lines 
in a few versions. There were some 
low instep straps. Some opened-up 
patterns were scattered through the 
lines. 

By ELEANOR M. RUTTY 


Children’s Shoes: Slim, 
Tapered Silhouettes 


CHILDREN’S shoe lines dis- 
played during the PPSSA reflected 
an almost unanimous feeling on the 
part of manufacturers about cer- 
tain styles, silhouettes, colors and 
materials. Lighter constructions 
and slim, tapered silhouettes pre- 
dominated. Detailing and _ trim 


were very important. 

Practically every line of girls’ 
shoes had some version of the sad- 
dle or bal oxford, pouch pattern, 
ghillie, kiltie tongue—in as many 
variations and combinations as 
could be contrived. The “patch” 
saddle is evidently the pet. The 
patches are in colors, placed differ- 
ently, perhaps, but still the “patch” 
or “hobo.” 


Black Nets 50% — There were 
pumps with slender or squash heels 
for growing girls, covered or 
leather heels of all types for the 
younger ones. Straps are continu- 
ing in importance: low-placed in- 
step straps as well as some of the 
wider ones. 

Black will probably account for 
50 per cent of the color in fall 
shoes—in patent, kid, calf, suede 
and nylon velvet. Other colors will 
include brown, beige, gray, green, 
red, blue. Colored patent will again 
be good, especially around holiday 
time. 


The Boys’ Lines—The boys’ shoe 
lines included moccasin-front ox- 
fords, high-rising step-ins, some 
cha-cha boots. There were saddles, 
inverted or California seams, Guan- 
tone stitching, heart wing or other 
tip treaments in practically every 
line. Hardware was used either as 
a trim or as a closure. 

Brushed pig, smooth, fine-grain, 
glove leathers in black and brown 
shadow antiquing accounted for 
most of the boys’ shoes on display. 
Burnished olive, burnt ivy and 
some of the other blackened colors 
added excitement and a new note. 

By ESTELLE G. ANDERSON 


Men’s Shoes: Interest 
In Points, Higher Heels 


THE pointed toes and higher 
heels are no longer the sole prop- 
erty of the women. 

Judging from offerings and orders 
at the Popular Price Shoe Show, the 
men have moved into this area in 
force. 

Nearly every men’s line at the 
show had more than just a sam- 
pling of the extremely pointed or 

(CONTINUED ON PAGE 82) 
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Allied Kid in First Link of Tanner, Non-Leather Firm 


BOSTON—Merger of the Allied Kid Company and 
Phillips-Premier Corporation marks the first break 
in the traditional competitive separation of U. S. 
tanners and makers of non-leather upper materials. 

Allied Kid is the largest independent upper 
leather tanner in the country (1959 sales, $31 mil- 
lion). Phillips-Premier is one of the nation’s lead- 
ing producers and distributors of coated fabrics 
and synthetic materials used in shoes. Both are 
headquartered in Boston. 


Separate Companies — Under the firms’ merger 
agreement, effective May 5, Phillips-Premier will 
function as a totally separate and autonomous or- 
ganization. Fred N. Phillips continues as president 
and Carl Tishler and Fred Lappen as vice - presi- 
dents. Thomas Small, treasurer of Allied Kid 
Company, will become treasurer of Phillips- 
Premier. 


* * 


L. B. Evans Will Make Men’s Slippers 


Or Casuals at a New Factory in Maine 


WAKEFIELD, MASS.—Sometime in early fall, L. 
B. Evans’ Son Company, here, will take over and 
operate a new plant to be built in Hampden, Me., 
by the Hampden First Industrial Corporation. 

Initial production is expected to be from 600 to 
1000 pairs a day. The plant will be so designed that 
it can easily be expanded if necessary. Harvey B. 
Evans, president, describes it as a “feeder plant” 
in which either men’s slippers or men’s casuals, or 
both, can be made as the need arises. 


Perth Becomes Brown Shoe of Canada, 
Adds Buster Brown Brand to Its Lines 


ST. LOUIS—Perth Shoe Company, Ltd., Canadian 
subsidiary of Brown Shoe Company, has changed 
its name to Brown Shoe Company of Canada, Ltd. 
The firm makes and distributes the Air Step and 
Naturalizer brands. 

This month the subsidiary adds the Buster 
Brown brand of children’s shoes, for sale to Cana- 
dian consumers in the fall. Plans call for continued 
expansion of the company’s facilities and addition 
of other Brown Shoe brands. 


Shoe Fabric Group Expands Fashion 
Service, Prepares to Issue Bulletins 


NEW YORK—The National Shoe Fabric Associa- 
tion has expanded its fashion promotion service for 
the shoe industry. The group will issue a regular 
fashion news and promotion bulletin to designers, 
editors, fashion directors and other shoe executives 
in the fashion field. 

NSFA has named the firm of Partners in Fashion, 
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Benjamin Simons is chairman of the board of 
Allied Kid and Joseph T. McCauley is president. 

Allied Kid’s origins go back a century and a half. 
Phillips-Premier was founded in 1938. 


Advantages Listed—A statement announcing the 
companies’ action said the merger “will permit 
Phillips-Premier to utilize the physical facilities 
and styling services of Allied Kid, while the latter 
is able now to project its activities outside the im- 
mediate leather field. 

“The merger enables both firms to substantially 
broaden their base by coordinating their product 
developments and promotions, thus offering a more 
complete presentation of lines to the shoe industry 
both in leather and non-leather materials.” 

As the first of its kind, the merger is viewed in 
the leather industry as a possible harbinger of 
other similar links. 

* * 


Inc., New York, as the publicity and -promotion 
agency for the new program. The agency’s presi- 
dent, Miss Marion Marsh, will be fashion publicity 
and promotion director. Her firm will act as a 
clearinghouse for information on shoe fabrics. 


‘Ripple Sole Week’ Campaign Opens 
In Boston; Nathan Hack to Take Part 


BOSTON—A “Ripple Sole Shoe Week” promotion 
starts May 15 in this city and surrounding area. 
Officials of Ripple Sole Corporation said leading 
shoe and department stores are tying in with the 
campaign. 

Philip Bayes, president of Solby-Bayes Shoes, is 
chairman of the event. Bolstering the promotion 
will be Nathan Hack, Ripple Sole inventor, who will 
appear at the Jordan Marsh Shoe Salon May 16 and 
17 besides being interviewed on radio and TV. 

Similar promotions have just concluded in Louis- 
ville, Ky., and San Francisco. 


March Production Estimate Revised: 
3-Month Figure on a Level with 1959 


WASHINGTON, D. C.—The Census Bureau now 
says March footwear production totaled 58.5 mil- 
lion pairs, 2 per cent above the 57.5 million pairs 
for March 1959. 

This slight upward revision of the Bureau’s orig- 
inal estimate means that output in the first three 
months of 1960 almost exactly equaled the 1959 
level. For the three-month period, production 
amounted to 165 million pairs versus 165.1 million 
last year. 

A preliminary industry estimate of April output, 
however, was put at 54 million pairs compared with 
56 million in April 1959. 
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Record Attendance, ‘Buying Mood’ Mark SMA 


Both old and new exhibitors said 
traffic was good at the St. Louis 
show. Retailers arrived ready to 
buy, after a successful Easter 
selling season. 


By VIRGINIA MARSHALL 
and GERALDINE EPP 
ST. LOUIS—A record crowd of 
shoemen attended the Shoe Market 
of America in St. Louis and came 
away convinced that this Midwest 


transportation gave visiting shoe- 
men a glimpse of the past, the 8000 
shoe patterns on display provided 
a well-rounded look into the fall 
1960 selling prospects. 

Actual buying started on open- 
ing day, with juvenile firms writing 
sizable orders for basics. Orders 
for men’s and women’s shoes be- 
gan to go on the books on the sec- 
ond show day, and_ continued 
strongly for the next 72 hours. 

Retailers freely admitted that 


A junior-sized fleet of antique cars whisked visiting shoemen between St. Louis 

show hotels. Here, Charles Arend, Juvenile Shoe Corporation of America, general 

chairman of SMA, tests back seat of a 50-year-old Oldsmobile. Awaiting their 

turns are (from left) Arthur Gale, executive secretary of St. Louis Shoe Manu- 

facturers Association; Raymond Kohn, Wolff Shoe Manufacturing Company, and 
Jaclyn Meyer, chairman of Shoe Fashion Board of St. Louis. 


center had chalked up another suc- 
cessful show. 

Attendance was reported officially 
as up over last year. First day reg- 
istrations totaled nearly 1400, a rec- 
ord opener for any St. Louis show. 
At show closing time, old-hand ex- 
hibitors who clocked their traffic 
said that a banner number of retail- 
ers had studied their lines. And 
they said buying was much higher 
than anticipated for this tradition- 
ally non-buying fall showing. 

First-time exhibitors in SMA con- 
firmed good traffic reports. Many 
openly expressed plans for exhibit- 
ing here next spring. Exhibitors 
this time numbered 180. 


Juvenile Firms Busy First—Al- 
though antique car _ hotel-to-hotel 
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they were in a “buying mood.” 
Many came with pockets jingling 
following a successful pre-Easter 
and post-Easter season at retail. 
Buyers interviewed said that their 
inventories were in comfortable 
balance now, and that their totals 
for the first six months of 1960 
were going to top last year’s fig- 
ures by good margins, even con- 
sidering the early sluggish selling 
months of the current year. 


Prices About Steady — The firm 
price situation helped spur buying, 
especially on women’s’ branded 
lines. Increases noted were slight, 
even negligible. The SMA was not 
a “let’s talk price” show. Retailers 
were not expecting to find lower 
prices and they did not seek them. 


Reductions of three to five per 
cent were scattered through lines 
in many firms, but for the most 
part tags remained on a status quo 
basis. ISCO, Brown Shoe Company, 
and several smaller firms had an- 
nounced some price adjustments 
prior to show time. The reductions, 
haphazardly averaged, amounted to 
only one or two percentage points, 
however. 

Although brands kept within 
their established ranges pricewise, 
many firms put extra emphasis on 
the lower ends of these ranges. 
Price adjustments aimed at giving 
dealers better markups, rather than 
at cutting prices to the consumer. 


Workshops Presented — During 
the Shoe Market, six dinner work- 
shops brought together special pan- 
elists, retailers, buyers and manu- 
facturers for lively, educational 
and profitable exchanges of ideas. 
The St. Louis Shoe Manufacturers 
Association, sponsors of SMA, tab- 
ulated attendance and topic inter- 
est of each session as a steering 
guide to future inclusion of panel 
workshops. 

Although attendance was spotty, 
retailers reported that the give- 
and-take exchange of ideas held 
great value and they welcomed the 
fresh ideas they were taking home 
to their stores. 

Pre-show gloom over SMA- 
PPSSA conflicting dates turned out 
to be a tempest in a teapot, with 
both shows successful. 


Women’s Shoes: New 
Lasts Get Response 


IN the most nonchalant way, the 
triple and quadruple lasts intro- 
duced by women’s manufacturers 
at St. Louis found retail acceptance. 

The explanation offered seems 
logical . . . they are “something 
new” for fashion-minded women 
who have been wearing pointed 
toes for five years. They will serve 
as pace-setters for more conserva- 
tive selling. In other words, double 
needles will seem mild to many 
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women when compared with triples 
and the like, retailers felt. 


Unlined vs. Lined—Unlined was 
the big buy-word at the show. How- 
ever, buyers were showing greater 
care in keeping their selections bal- 
anced out with lined shoes. Even 
a good idea can be overdone, and 
there are many women who insist 
on lined shoes, shoemen explained. 

Walking shoes remained a major 
factor in the unlined field, as did 
stacked heels. Interest in stacked 
heels was greatly expanded . . 
with selections being made on the 
little heels (12/8 and down) as well 
as on mid-heels. 

Brown firmly established itself 
as the important fashion color fam- 
ily. Every manufacturer reported 
sales in a wide range of browns 
from light to dark tones. Smokey 
medium hues and dark rich browns 
achieved the greatest volume. Black 
—in calf, matte and a_ limited 
amount of suede—was the top 
seller. After black and _ brown, 
green loomed moderately strong. 


Dressier Types Move — Interest- 
ingly the heavy pulling power of 
walking shoes and unlined tailored 
pumps served to stimulate _ in- 
creased sales on dressier types of 
footwear. Lustres proved very big 

. . in brown, and then in a range 
of rich jewel tones. Luxurious fab- 
rics, hand-painted leathers and vel- 
vets were also written. 

In selecting dress patterns, re- 
tailers favored draped _ effects, 
beaded ornaments and subtle cut- 
outs. They also liked irregular or 
oblique throatlines. 

In tailored categories, the inter- 
est was concentrated on spectator 
detailings, bows, ties, tie effects 
and unique metal touches. 


Children’s Shoes: The 


‘Miracle Fabrics’ Lead 


THE so-called “miracle fabrics” 
(those with a wash-and-wear qual- 
ity) dominated children’s sales at 
St. Louis. To the question, “What’s 
selling?,” the answer was parroted, 
“Nylon velvet ... nylon velvet...” 
And on further query, “nylon suede” 
and on into such other materials as 
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Informal sidewalk shoe fashion shows, complete with dancers and accordionist, 

were part of the gala St. Louis show fair. Downtown streets were decorated a la 

Mall. Young model at center front was one of many who displayed brand-identified 
footwear on trays in hotel dining rooms during lunch hours. 


cashir and printed pig with a 
Seotchgard finish. 
In girls’ school fashions, the em- 
phasis was on three-eyelet oxfords 

. slipons with contrasting plugs 
and buckled tongues . . . detachable 
kiltie tongues for oxfords .. . and, 
of course, patchwork treatments. 

In dress shoes, nylon fabrics were 
balanced out more equally by patent 
leather, in black as well as in brown 
and blue. Jeweled treatments ap- 
peared strong, as did overlays and 
underlays of contrasting materials. 
The semi-walled sculptured lasts 
were in the forefront, in volume as 
well as high-fashion lines. 

Slipons showed up strongly in 
sales written by buyers of boys’ 
shoes. Blucher oxfords also sold 
well, especially when detailed with 
overlaid or inverted moc seams. 
Boots and monk straps were 
strongly represented on order blanks, 
with most of them boasting crested 
ornaments or other forms of metal 
trim. 


Men’s Shoes: Pointed 
Toes, High Risers, 9/8s 


A NOTEWORTHY change of 
pace at SMA: finding men’s foot- 
wear superseding women’s and 
children’s in news value. It’s the 


result of the introduction of 
pointed toe lasts, high risers and 
higher heels (9/8 and 10/8). It also 
stems from color, with burgundy 
considered a very salable neutral; 
olive a growing factor because it 
reflects the prevalence of greenish 
casts in men’s apparel, and bronze 
burnished to give it a rich, high- 
fashion look. 

The pitched heels are an unknown. 
Consumer acceptance, where tested, 
has been spotty. However, buyers 
at St. Louis seemed willing to ac- 
cept them, along with other new 
ideas. Fashion seems a logical solu- 
tion to the problem: How to in- 
crease consumer consumption? These 
higher heels bear no resemblance 
to cowboy heels or square-dance 
shoes ... they are definitely slated 
for dress promotions. 

Shoes on the new slimmer lasts 
are geared to slimmer lines in men’s 
ready-to-wear — narrower lapels, 
more tapered trousers. These gener- 
ally sold in smooth leathers or ex- 
tremely fine grains and were detailed 
with closely trimmed edges. 

The higher-front look also is con- 
sidered an integral part of the con- 
tinental look and was presented as 
a logical trend for cold weather in 
both slipons and lace shoes. Higher 
tongues and lo boots with elastic 
goring are indicative of the trend. 
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FTC Resumes Brown Shoe Hearings: 


Competitors Hit F ranchise Plan 


Wisconsin shoe manufacturers 
testified that Brown’s franchise 
program shrinks their market, as 
the FTC continued its inquiry 
into complaints against Brown. 


By BENN OLLMAN 


MILWAUKEE—The existence of 
Brown Shoe Company’s franchise 
program operates to foreclose the 
opportunity for independent shoe 
manufacturers to sell their prod- 
ucts, a group of these independents 
has charged. They expressed this 
view on the witness stand May 3-6 
when the Federal Trade Commis- 
sion resumed its hearings on com- 
plaints against Brown concerning 
exclusive dealing and retail price- 
fixing. 

FTC attorneys took testimony 
from executives of four Wisconsin 
shoe producers. Earlier, they 
opened the four-day hearing by 
cross-examining J. Richard John- 
ston, manager of Brown’s franchise 
stores division. He had testified in 
March when the hearings got un- 
der way in St. Louis. 


Conflicting Lines Unsound — Ac- 
cording to Mr. Johnston, an esti- 
mated 50 per cent of Brown fran- 
chise outlets carry “some” conflict- 
ing lines. He expressed his belief, 
however, that it is not economically 
sound, or good business practice, 
for shoe retailers to carry conflict- 
ing lines. 

“Let’s assume one of our dealers 
decides to add a conflicting line,” 
Mr. Johnston said. “We then find 
ourselves in the position of not be- 
ing able to give that dealer as much 
help as he should be getting. Con- 
centration on brands is the best 
road to take for family shoe deal- 
ers.” 


“No Use Calling” — Harold L. 
Laverenz, sales manager of Huth- 
James Shoe Company, Milwaukee, 
was one of those critical of the 
Brown franchise program. He tes- 
tified that his salesmen have re- 


30 


peatedly told him that when a store 
joined the franchise setup, there 
was “no object in calling on them 
any more.” 

About 70 to 75 per cent of Huth- 
James’ sales is to family-type 
stores, Mr. Laverenz said, and he 
pointed to a declining sales future 
for his kind of operation. He 
based his observation on (1) the 
so-called “plans” administered by 
some larger manufacturers, and 
(2) the growing number of factory- 
owned outlets in shopping centers. 

“The average small retailer is 
not able to open outlets in shop- 
ping centers,” Mr. Laverenz said. 
He admitted, however, that Huth- 
James produces some makeup shoes 
for retail chains that do have shop- 
ping center stores. 


Freeman Agrees — William F. 
Freeman, president and treasurer 
of Freeman Shoe Corporation, Be- 
loit, Wis., said the industry trend 
is to the disappearance of the inde- 
pendent retailer. He attributed this 
to (1) sales and/or mergers with 
larger firms and (2) retailers’ links 
with one or more big manufactur- 
ers via their franchise programs. 

“Several years ago we became 
concerned about our loss of ac- 
counts,’ Mr. Freeman said. “It 
usually started with a letter from 
a salesman claiming that an ac- 
count had advised him they were 
no longer interested in Freeman 
products because they had made ar- 
rangements with some other firm’s 
‘plan’.” 

Under cross-examination by 
Brown attorney Gaylord Burke, 
however, Mr. Freeman admitted 
that his own 32 salesmen try to get 
dealers to concentrate on the Free- 
man line to the exclusion of others. 
Mr. Freeman also acknowledged 
that his company’s approximately 
$20 million sales total for 1959 was 
the highest in the company’s his- 
tory. 


Retail Outlets Important — An- 
other witness, Raymond S. Shan- 


U. S. Shoe Elects Stix 


Nathan Stix, who has been elected pres- 
ident of United States Shoe Corpora- 
tion, Cincinnati, succeeding the late A. 
B. Cohen. Mr. Stix joined the firm in 
1941 as director of manufacturing, was 
elected a vice-president in 1947, a direc- 
tor in 1950, and executive vice-presi- 
dent and general manager in 1954. 
(For Mr. Cohen's obituary, see page 92) 





non, vice-president, sales, of Weyen- 
berg Shoe Manufacturing Company, 
Milwaukee, claimed a lack of op- 
portunity exists for those manu- 
facturers who don’t control their 
own retail outlets. 

But like Mr. Freeman, he ad- 
mitted that his company’s 1959 
earnings were very gratifying. He 
said the ratio of earnings to sales 
was 6 per cent—‘“‘but we work very 
hard for it.” 


Corroboration from Leverenz— 
The final witness, George K. Fried- 
ley, assistant sales manager of 
Leverenz Shoe Company, Sheboy- 
gan, gave essentially the same tes- 
timony as the other Wisconsin ex- 
ecutives. He said prospects for 
selling to any Brown franchise out- 
lets are “poor, with the exception 
of a specialty or a specific number 
that Brown does not manufacture.” 
He said he could think of no in- 
stance where Leverenz is selling its 
full line in a Brown franchise 
store. 

Mr. Friedley, too, testified that 
his company’s sales increased in 
1959. But he said it was due to 
“upward price adjustments, not 
pairage sales.” 

Now it’s up to FTC Attorney Wil- 
liam W. Rogal to notify Examiner 
L. Edward Creel by June 1 whether 
he wants additional hearings set. 
If so, the dates and places will be 
set at that time. 
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Tanners Urged to Study Industry and Product 


TCA’s president, H. K. Dugdale, 
suggested a “reappraisal” of the 
industry. This would include a 
study of the relative merits of 
leather and other materials. 


COLORADO SPRINGS, COLO.— 
The president of the Tanners’ 
Council of America has suggested 
a “reappraisal” of the tanning in- 
dustry’s situation, including, first, 
a “critical examination of the rela- 
tive qualities and functions of 
leather.” 

H. K. Dugdale, who is also presi- 
dent of Beadenkopf Leather Com- 
pany, Wilmington, Del., voiced the 
plea at the council’s 40th spring 
roundup, held here May 2-4. 

Consensus of some 250 represen- 
tatives of 200 major tanning and 
hide firms at the gathering was that 
the hide market should be stable the 
rest of the year, with business show- 
ing steady improvement. 


“Alternatives, Not Substitutes”— 
In urging study of leather’s “rela- 
tive qualities and functions,” Mr. 
Dugdale remarked, “Note the use 
of the word ‘relative.’ It would be a 
mistake to think as we have in the 
past that certain other materials or 
products of modern technology are 
mere substitutes. We must regard 
them as potentially alternative ma- 
terials and it’s up to us to assess as 
specifically and concretely as pos- 
sible the character of leather in 
comparison with these products.” 


Three - Part Plan — Mr. Dugdale 
suggested a three-part program to 
deal with the essentials of forward- 
looking appraisal and action by the 
tanning industry: first, technical 
research to determine qualities, 
functions, utility and value of 
every kind of leather in comparison 
with substitute materials; second, 
objective market surveys to give 
those in the leather industry their 
bearings on the potential shape of 
future markets, and third, engi- 
neering analysis whereby tanners 
may learn what can be done and at 
what cost to revamp the technology 
of tanning. 
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Approval for the program must 
come from the council’s directors. 


Good Prospects for Shoes—A fa- 
vorable retail sales trend for shoes, 
the largest users of leather, was 
predicted at the spring meeting by 
A. W. Zelomek, New York, presi- 
dent of the International Statistical 
Bureau, Inc. 

He said in part: “The basis for 
higher retail sales, as well as a 


Taking a "breather" 

(from left) A. W. Zelomek, New York, president of International Statistica! 

Bureau, Inc., Ralph French, Fitchburg, Mass., vice-president, Barkley & Dexter, Inc.; 

H. K. Dugdale, Wilmington, Del., Tanners' Council president, and Leif C. Kronen, 
New York, secretary of the council. 


moderate increase in retail volume 
of shoes, is to be found in the con- 
sumer income as well as in the gen- 
eral position of consumers. Shoe 
output for the first four months this 
year has made a better showing 
than leather bookings—the under- 
statement of the century, in my 
opinion.” 

Mr. Zelomek told the tanners to 
“plan on a volume of leather at least 
equal to that of a year ago for the 
next eight months —and possibly 
higher, since stocks have been re- 
duced and some inventory replen- 
ishment is essential in addition to 
current requirements based on sus- 
tained shoe production.” 

He predicted “very little de- 
crease” in U. S. shoe production for 
the rest of 1960, coupled with a 5 
per cent increase in shoe sales. 


This combination will be reflected 
in a lower inventory, he pointed 
out. 


Glass Is Optimistic — Irving R. 
Glass, executive vice-president of 
the council, discussed the “contra- 
diction between high-level shoe pro- 
duction and leather activity” in re- 
cent months. He also cited the 
“seeming gap between orders and 
retail sales.” 


\ 


between sessions of Tanners’ Council "spring roundup" are 


Explained Mr. Glass, “One of the 
major factors behind this contradic- 
tion has been acute inventory 
awareness and the widespread de- 
sire to reduce holdings .. .” 

But he said “there appears to be 
no more slack in trade inventories, 
and future leather buying will have 
to match requirements.” 

Mr. Glass said “substitution” also 
accounts in part for the trade gap. 

Another speaker told the tanners 
that a relatively high degree of au- 
tomation is a concrete possibility 
in the tanning industry. Ralph 
French, vice-president of Barkley 
and Dexter, Inc., production engi- 
neers of Fitchburg, Mass., sug- 
gested that the industry attack the 
problem comprehensively rather 
than piecemeal and intermittently. 
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Headlines 





Kivie Kaplan Gets ‘210’ Plaque 


NEW YORK—tTanning executive 
Kivie Kaplan has become the 12th 
recipient of the T. Kenyon Holly 
Memorial Plaque, given annually by 
The 210 Associates, Inc., industry 
philanthropic foundation. 

The treasurer and general man- 
ager of Colonial Tan- 
ning Company, Inc., 
Boston, received the 
award before an audi- 
ence of 1700 at the as- 
sociation’s 21st anniver- 
sary banquet May 3 at 
the Waldorf-Astoria. 

The award is given 
for achievement in phi- 
lanthropy, charity, edu- 
cation and social wel- 
fare. In presenting it, 
Alfred Schachat of Hub- 
bard Shoe Company 
said, ‘‘Despite Mr. 
Kaplan’s extensive busi- 
ness interests, he has 
always found time to 
actively and materially 
support an extraordina- 
rily wide range of 
worthy causes and 
benevolent organizations.” 

Some of Mr. Kaplan’s activities 
and achievements, as Mr. Schachat 
listed them: 

® He financed a new admissions 


office for Newton-Wellesley Hospital, 
Newton, Mass., where he is a trustee. 
At Jewish Memorial Hospital, Bos- 
ton, he heads the endowment fund 
committee. 

® He is a member of the plan- 
ning board of American Hebrew 


Kivie Kaplan (right) receives T. Kenyon Holly Award 

from Alfred Schachat (left), president of the Hub- 

bard Shoe Company, as Wendell R. Bauckman, presi- 
dent of The 210 Associates, Inc., watches. 


Congregations, a member of the 
board of Brandeis University As- 
sociates, and a board member of the 
Community Chest. 

© He’s a board member, too, of 





MacKinnon to Succeed 


WATERTOWN, MASS. — J. C. 
MacKinnon will move up from vice- 
president, sales, to succeed Raymond 
H. Blanchard, retiring head of the 
B. F. Goodrich Footwear and Floor- 
ing division and Hood Rubber Prod- 
ucts. J. W. Keener, president and 
chief executive officer of the B. F. 
Goodrich Company, said the change 
will take effect June 1. 

Mr. Blanchard has been with 
Goodrich for 43 years and in charge 
of the division since 1950. 

Mr. MacKinnon’s new title will be 
general manager. He will be respon- 
sible for all operations of the Foot- 
wear and Flooring division with 
headquarters here. 

He has held a variety of positions 


Blanchard at Goodrich 


“d 


J. ©. MacKINNON 


general sales manager of the B. F. 


the National Association for the 
Advancement of Colored People 
(NAACP), national co-chairman of 
its life membership committee, and 
a member of its legal defense and 
education committee. 

e And Mr. Kaplan has served as 
president and a board member of 
“210” besides originating its endow- 
ment fund—to which he and his 
wife made the first and to date the 
biggest single endowment. 


PPSSA: Men’s Report 


(CONTINUED FROM PAGE 26) 


“missile” toes to offer the buyers, 
and the same displays were heavy 
with other narrow, slim and pointed 
shoes a little less drastic in design. 
There was also increasing interest 
in a higher heel (8/8 or 9/8) re- 
ported by several manufacturing 
representatives. 


Moc Patterns Lead — The over- 
whelming majority of manufactur- 
ers interviewed reported that the 
moccasin-toe patterns were well 
ahead of any other in orders. Re- 
tailers were choosing the refined pat- 
terns which included the California 
seam, the reversed seam and the 
overlay plug. 

Plain toes ran second in orders 
to the moccasin toes. The remainder 
of the patterns accounted for only 
about 20 per cent of the average 
manufacturer’s orders. Of the tip 
patterns, two stood out. They were 
the diamond tip and the heart wing. 


High-Risers Move—The high-ris- 
ing shoes—the shoes with the high 
front that are getting strong pro- 
motion with the trend to continen- 
tal apparel—were being ordered by 
many. In addition, the promotional 
burnished olives were picked to sell 
but not to get anywhere near the 
blacks and browns in volume. 

The black shoes were still in the 
color lead in most lines. One man- 
ufacturer said black was selling 
three to one over brown; another 
said 70 per cent of his orders were 
for black and 30 per cent for 
brown, and a third said 60 per cent 
of his orders were for black and 
40 per cent brown. All salesmen 
agreed that brown is moving up 


in the company, including manager Goodrich and Hood footwear and and moving steadily. 


of footwear merchandising and 
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glove divisions. 


By CHUCK HOSSACK 
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Maureen O'Connor Ebba Weeks Ann Lester Mary Kelligrew Nancy Dwight Libby 
College Jury (left to right Boston State Teachers’ College Emerson College Boston University Simmons College Boston University 


COLLEGE JURY PICKS DEBUTEENS 


Hottest back-to-school wardrobe for the ’teen crowd! 


In previews at colleges from coast to coast, Yankee 
Shoemakers’ new fall Debuteens have won instant and 
overwhelming acclaim — far surpassing the reception of 


any new line in our experience! If you want the lion’s share 
of America’s fastest growing shoe market teenagers ¢C ll FES 
climb on the Debuteen bandwagon BUT FAST! 


Creatively designed by Yankee Shoemakers. A division of The Sam Smith Shoe Corporation, Newmarket, N.H. 
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1) IMPORT AND EXPORT AGENCY 


74, 22 Lipca Street P.O.B. 133 
Lodz, Poland Cable: Skorimpex—Lodz 


OFFERING 
HIGHEST QUALITY: 
ALL-RUBBER FOOTWEAR 


® Wellingtons ® Halfboots ® Rubber work-boots 
® Galoshes (for women and children) 
® Snowboots (for women and children) 


TEXTILE-RUBBER FOOTWEAR 


® Tennis shoes ® Basketball shoes ® Volleyball shoes 
® Ballerina sandals for women and children 


Write for Full Information and Samples 


Plan to visit 29th Poznan International Fair June 12-26, 1960 
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> | a rt | THESE SELLING FEATURES 


MAKE SENSE TO PARENTS 


: 74M GLAD YOU | | \) 2 ae | = . .. SALES FOR DEALERS 
DIDN'T JUST SAY: | *\ qege WH bk ONLY 


HERE'S A NICE aE | ro.tek-tiv 


SHOE’.”’ 
HAS THEM ALL! 
B,.. 





RIES 


. to help keep ankles from 
turning in. 





EXTRA HEEL FITTING AID 
. to help hold the heel in 
normal position. 





LOWER OUTSIDE QUARTERS 
; . no gap at the sides—no 
slip at the heel. 





RIGHT AND LEFT HEELS 
... help give added support to 


The “‘Here’s a nice shoe” approach used to sell a lot of children’s shoes. inner side of foot. 
But not any longer. Today’s mother wants to know a lot more about a shoe 
before she opens her purse. 





Style is important. But most of all, mothers want to be convinced the shoe 
“fits” her child’s foot. That it helps keep ankles from turning in. That it 
holds the heel in its normal position. That it supports the inner part of the DIFFERENT ARCH-HEEL HEIGHTS 
foot and fits snugly just below the ankle. That it accommodates the normal a" fares & Gamh ole 
development of her child’s arch. 





In other words, today’s mother wants to make sure her child’s shoe has 
all the important quality features he needs . . . before she buys. 

That’s why selling is easier when you’re selling her Pro-tek-tiv’s. For the 
Pro-tek-tiv shoe is the only shoe that has every single one of these extra 


built-in features that are so important to young growing feet. /NEMBED BREAK-IN DIMPLES 
é provide natural rest for 


i. the foot. 


S 
VYoent * 


® ® wip (ee 
FREQUENT LAST CHANGES 
. . twice in each size range. 


Other brands change only once. 





CURTIS ¢ STEPHENS ¢ EMBRY CO., READING, PENNA. 
FINE QUALITY CHILDREN’S SHOES SINCE 1882 











CELEBRATING... 


THE 
FIRST 
MILLION 





“Fed Qvoss Shoes 


AND 


*A record unequalled in the 
history of shoemaking by any 
other brand of fine footwear 


THE UNITED STATES SHOE CORPORATION, CINCINNATI 7, OHIO 


This product has no connect whatever with The American National Red Cross 
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@ FTC still gathering evidence in its investigation of shoe 
marketing and a report is not likely for some time. 


® Supreme Court says unions can strike against 
an employer who refuses to bargain over their 
right to veto work rule changes. 





@® Shoe manufacturers expect to inerease use of 
syntheties but cotton and leather are still in 
strong demand. 


GEORGE H. BAKER 


Baker Reporting from WASHINGTON 





The government’s investigation of shoe marketing is still very much 
alive, but there is little likelihood that a written report on the subject will 
be issued soon. Investigators for the Federal Trade Commission are still 
gathering evidence on what they consider to be “suspicious” acts asso- 
ciated with shoe selling. 

FTC officials are playing their cards very close to their vests in this 
shoe investigation. What legal actions—if any—will result from their 
probing remain to be seen. There is no way of telling, at this point, 
whether the FTC will hurl some legal action at shoe manufacturers or 
retailers, or whether they’ll drop the whole investigation. 

Because the FTC is making such a fuss over the consumer this year, 
it would appear that there’s a stronger-than-average chance that the shoe 
investigation will result in some punitive action against the industry. Elec- 
tion years always produce a rash of government actions slanted in favor 
of consumers. 


Unions now have a stronger hand in demanding the right to veto 
changes in industry work rules. 

The U.S. Supreme Court, in a 5-4 decision, has upheld the right of a 
union to strike against an employer who refuses to bargain over demands 
that a labor contract give the union the right to block work rule changes 
which would eliminate jobs. 

The decision directly affected a move by the Chicago & North Western 
Railway Co. to block a strike of the railroad telegraphers’ union which was 
ordered when the railway refused a union demand that the contract pro- 
vide that any job abolition be subject to union approval. 

But the decision also affects any other industry in interstate commerce 
by interpreting the Norris-La Guardia Act. This act restricts the right of 
federal courts to enjoin a strike in any dispute “concerning terms or condi- 
tions of employment.” The high court ruled that bargaining for a work 
rule veto falls under this category, giving unions a clear right to fight for 
this veto power. 

In dissenting, Justices Whittaker, Clark, Frankfurter and Stewart 
contended the ruling will be “destructive of congressional policy,” injure the 
public by destroying regulation of utility service, and make many company 
plans subject to the union’s will alone. 


Despite inroads made by synthetic materials in the manufacture of 
shoes, cotton and leather are still strongly in demand, a new government 
research study shows. 

The study, ‘Manufacturers’ Opinions of Cotton and Leather Used in 
Shoes,” was undertaken by the U. S. Department of Agriculture. Copies 
may be bought at the Government Printing Office (Washington 25, D. C.) 
for 40 cents. 

There is no denying, however, that the use of man-made materials in 
shoes is increasing each year, the report shows. Shoe executives told the 
government researchers they expect to buy larger quantities of plastics and 
other synthetic materials in the future. 
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@ Administration proposes minimum wage of 
$1.10 to $1.15 and an inerease by 2.5 million 
of number of workers under wage control. 


Rep ort from @ The administration opposes the Douglas bill 


. s : ' k dow 
WASHINGTON ‘“Ganeenecum. 





Specifically, the shoe manufacturers interviewed said they expect to 
increase their use of the following materials in the years immediately ahead 
by the following percentages: 


Plastic, general 
Synthetics, general 
Plastic soles 

Synthetic uppers 
Synthetic patent leather 
Synthetic lining materials 
Synthetic thread 

Vinyls, general 
Polyethylene parts—counters, box-toes, heel bases, top lifts. ..64% 
Plastic heels 

Plastic uppers 


The Eisenhower Administration is stepping up its drive for “moderate” 
wage rises this year. 

Secretary of Labor James P. Mitchell criticizes the Congress for failure 
to vote higher retail wages this year. At the same time, he denounces as 
“too extreme” the wage-increase bills proposed by Senator John Kennedy 
(Massachusetts Democrat) and Representative James Roosevelt (Cali- 
fornia Democrat). 

Mr. Mitchell urges the Congress to take a middle course on wage 
matters this year and increase the national minimum to $1.10 or $1.15 per 
hour, and at the same time bring under federal control about 2.6 million 
retail workers who are now subject to federal wage regulations. 

Thus, merchants would not only be faced with the prospect of higher 
wage costs, but they would be compelled, also, to fill out and keep on file 
detailed paperwork on every employee. These records would be ready for 
examination by federal inspectors at all times. 

Specifically, the Administration is proposing a new wage floor of $1 
per hour for the 3.1 million workers not now covered, and a floor of $1.10 
or $1.15 per hour for the 20 million workers already covered by the federal 
wage law. It further proposes that time and a half for overtime should not 
be paid to the 3.1 million workers not now covered, most of whom are in 
retailing. 


The Eisenhower Administration has taken a strong stand against a 
Senate proposal requiring the nation’s merchants to state all credit charges 
in terms of simple interest. 

The Senate bill (S. 2755), which is sponsored by Sen. Paul H. Douglas 
(Illinois Democrat), has been denounced by many witnesses as unrealistic 
and unworkable. 

The U. 8S. Department of Commerce pointed out to the Senate that Mr. 
Douglas evidently does not understand how interest charges are applied by 
retailers. Customers would tend to be misled and confused by the price- 
tags and credit statements Sen. Douglas would demand, the government 
states. In addition, the Douglas proposals go far beyond any conceivable 
need for more information about credit charges, the government contends. 

The National Retail Merchants Association charges that the Douglas 
bill, if it becomes law, would simply drive credit charges underground, and 
that merchants would be faced with the necessity of recalculating their 
entire price structures. 





(CONTINUED ON PAGE 66) 
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#3 in a series on the revolutionary new children’s shoe line — ‘Number 26.“ Bernice Fitz-Gibbon has been bringing 


gold to them thar tills for over thirty years. Here she shows you how to elevate your shoe business and your profits 


Mr. Store President: 


are you tethered like a goat 


to your old lines of 


children’s shoes? 


Wa \t//// 
IMNI/// | 


explore this revolutionary new children’s shoe line —“Number 26” 


Move out of that goat pasture of apathy. Move up. Some- 
thing fantastic, something wildly revolutionary, has hap- 
pened in the children’s shoe field. That something is 
“Number 26." ““Number 26” is unlike any other chil- 
dren’s shoe on the face of the earth. ‘Number 26” is IT. 
“Number 26” is THE MOST. “Number 26” is the FIRST 
BREAK-THROUGH. It is the first shoe ever created for the 
moving—not static—foot. There are 26 bones in the 
foot. And every one of those 26 bones is a moving bone 
Every shoe up to now has been the old-fashioned conven- 
tional type (some better quality—some not so good)— 
but all fundamentally the same in that they were just cov- 
erings for static objects. ‘Number 26” is an engineered 
structure for the moving foot. The only time a child’s foot 
isn‘t on the move is when the child is sleeping. And then 
he doesn’t need a shoe at all. 


Utopia? Shoetopia! 


“Number 26” came about as the result of thirty years of 
research on human gait. A research team in the ortho- 
pedics department of a great eastern university decided 
to try to find out how the feet work in motion. They meas- 
ured how the foot moves— nobody ever had before. And 
they did their measuring with cold non-iffy scientific pre- 
cision—precision down to 1/100 second of time. Then 
they set themselves to the task of designing a last that 
would work with the foot. ‘Number 26” is the result. 


love them and the world is yours 


In the good old days, a store always had plenty of warm 


friendly salespeople who took a personal interest in the 
customer’s problem and were eager to go out of their 
way to serve her. Those days are gone forever. All over 
the world not only is the servant class dying out, but the 
dedicated servers are disappearing too. What to do? 
Offset the ‘‘couldn’‘t care less’’ ones with ‘couldn't care 
more” ones. And the place in your store for this love- 
pocket of genuine friendliness and dedicated devotion 
is your children’s shoe department. With a product like 
“Number 26” you can kindle kindliness and helpfulness 
that will spread like wild fire and help offset the chilly 
“well, what's yours?’ that your customers meet else- 
where. Because the very creation of ‘Number 26” shoes 
came as a result of three decades of devoted, dedicated 
research. There was no thought of making money (that’s 
your province.) The research was conducted with only 
one aim in mind: to learn as much as possible about the 
function of the human foot, normal and abnormal, shod 
and unshod. The practical result was a shoe that would 
help keep a child’s feet strong and healthy right into 
adulthood —that would help a child keep his bounce and 
spring and radiant glow and zest for living for a lifetime. 
“Number 26” will be a shoo-in 
Genesco believes that this new last will capture the coun- 
try —that it will cause the biggest explosion in the history 
of children’s shoes. So my advice is “throw in with Gen- 
esco.”’ It'll be good for you as well as for your customers. 
The road to wealth (and your young customers’ health) 
is paved with good intentions. 


y(n Faby bb 


Precision Shoe Company —a division of Gi 2 IN) [EGC © Nashville, Tennessee 





ashionables 
will be looking for 


YLOVE | shoes! 


a) WHAT APPEALS MORE to smartly dressed women than 
the NEW look of elegance they find in NyloVel shoes? 

* Buying from Autumn lines proves that retailers 
recognize the tremendous sales potential of 


Martin's NyloVel in styleful shoes. 


GREATLY INCREASED selling of NyloVel will result 


also from power-packed advertising and publicity 


by DU PONT in coming months. NyloVel is 
available in thirty high-fashion 

colors. Manufacturers are 

making and selling it in 


all types of shoes. 


sponsors this dream-shoe-material 

by Martin in an eye-taking pump; 
booked for promotions in Tartan Green 
NyloVel with matching vamp band, 
collar and heel of calfskin. 











FABRICS CORPORATION 
48 West 38th Street, New York 18, N.Y. 


MARTIN MILLS: U.S. A., FRANCE, ENGLAND, ITALY, CANADA, 
MEXICO, BRAZIL AND ARGENTINA. 
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by JOHN REILLY 


Editorial 





The Deciding Opinion 


N THIS page, in our April 15 issue, we reported 

the results of a survey conducted by the Illinois 

Retail Merchants Association with a panel of 
its shoe merchant membership. The results indicated 
that manufacturers were not too concerned with mer- 
chants’ opinions and feelings in styling and building 
their lines. 


A Wealth of Information 


Manufacturers apparently do not agree! The Agri- 
cultural Marketing Service, Market Development Re- 
search Division, United States Department of Agricul- 
ture, has just released the results of a survey it has 
made of “Manufacturers’ Opinions of the Use of Cotton 
and Leather in Shoes.” This survey contains a wealth 
of information on the present consumption and poten- 
tials for these materials in footwear. 

But the survey explores many other areas such as, 
“What factors and which people determine the selection 
of shoe materials?” One of the most interesting of 
these areas is, “Who are the people involved in deci- 
sions on style and material selection?” 

Diametrically opposed to the findings of the Illinois 
Merchants Association, this recent Department of Agri- 
culture study shows that shoe manufacturers lean heav- 
ily on merchant help in styling new lines and selecting 
the materials from which they are to be made. 

The findings of the study are based on the responses 
of 81 shoe companies in 57 cities and 14 states. The 
sample was selected to be representative of 1,100 shoe 
companies and should accurately reflect the opinion of 
the whole industry. 


Top of the List 


To a question to this effect: “Who are the persons 
outside the manufacturers’ organization involved in 
decisions on style and materials?” 52 per cent of all 
manufacturers responding placed the customer (re- 
tailer) at the top of the list. Of the 28 largest manu- 
facturers, 68 per cent said that the retailer was the 
deciding person. 

Commenting on “Where the Decisions Are Made,” the 
study notes that the retailer comes in closest contact 
with the actual wearer of the shoes. “His opinions, ob- 
tained at style shows and in direct visits, logically be- 
come an important consideration. In a way, he is being 
asked to predict consumer acceptance in advance of 
actual marketing.” 


May 15, 1960 


The importance which this survey shows that the 
whole industry attaches to retailer opinion in selecting 
materials for shoes, should be of real significance to 
those who are trying so determinedly to label the com- 
ponents of shoes. The retailer is the industry’s closest 
contact with the consumer. He should be in an excel- 
lent position to judge the satisfaction of the consumer 
with the performance values he receives in shoes. 


The Retailer Should Know 


The retailer is the person to whom a dissatisfied cus- 
tomer turns first with his complaint. The retailer, if 
any one connected with the making and distribution of 
shoes, should be aware if there is any mass dissatisfac- 
tion with the quality of our product. 

The Department of Agriculture Survey pinpoints the 
industry’s problem of maintaining price levels. It found 
price to be the chief determining factor in the accep- 
tance or rejection of a new material. Seventy-eight per 
cent of all companies and 89 per cent of the largest 
companies rated “price within quality range” as the 
most important factor affecting the acceptance or rejec- 
tion of a “new or different material.” 


Price 


“Price,” the survey says, “might be considered the 
problem of the manufacturer of lower cost shoes rather 
than that of the firm which makes more high style, ex- 
pensive shoes. For the most part, makers of shoes out- 
standing for their style, material and overall quality 
sought only the best for their products. If a new and 
different material would do a certain job better or offer 
more comfort to the wearer, it was accepted regardless 
of the cost (within reason, of course).” 

This survey demonstrates two most important facts. 

@ The first: Manufacturers are constantly on the 
alert to bring better shoe value to their customers. 

@ The second: Manufacturers Lave few preconcep- 
tions and little reluctance to accept new materials. The 
laboratories of the American tanning and chemical] in- 
dustries are hard at work on a number of these radically 
“new and different” materials. 

The industry is perfecting the technology to fabricate 
these materials more efficiently into the better shoes 
of tomorrow. But, even as it does today, the job of 
helping in their selection and dramatically presenting 
them to the consumer will rest with the retailer. 





WORLD’S LIGHTEST WORK SHOE 


WOLVERINE-MADE, IT SAVES 1% LBS. PER PAIR OVER CONVENTIONAL WORK SHOES 


The lightest, most comfortable work shoe ever! _ ice life under today’s normal wearing 
That’s what your customers will say about the Conditions. Recommend them where- 


” * ever the emphasis is primarily on 
new, ultra-light Wolverine work shoe. comfort, with durability secondary. 


Designed foremost for comfort, a pair in size 8 Naturally, for heavy duty, extreme 
weighs 114 pounds less than conventional work wetness, or hard abrasive wear, con- 
shoes. That’s because they're made from light, _ tinue to offer the Wolverine work shoe 
flexible elk tan leathers, have thick, lightweight designed for these extreme service 
cushion soles and steel shank supports. conditions. 


They are offered in two widths and three colors, Place your order now. Contact the 


in sizes 6 to 12, in Oxford, 6” and 8" boot. Each Wolverine Shoe and Tanning Corpo- 
will sell at a popular price. ration, Rockford, Michigan. Offer your 


eS customers the comfort of the world’s 
These comfortable work shoes will give good serv- lightest work shoe! 


WOLVERINE SHOE AND TANNING CORPORATION 
Rockford, Michigan « Western Warehouse: Sparks, Nevada 
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Tuf Boots — the nation’s out- 
standing line of vulcanized 
boots. Priced to retail profitably 
from $7.95 to $10.95. Guaran- 
teed 6 months! 


SHOES 
[20] a -10) 6 : 
Guaranteed 6 Months! Top : Six warehouse GET Tesf * 


quality vulcanized footwear Ss ‘ : per? 7 x 
with new Microcellular Com l ; oS ee 1 

ree : _" n-stock service! Anywhere in the U.S.A.! 
feleluiale(-.embele]l-mmn 0 -7-} ania 0) -4a) 4 
forelerci eat ies diel a) 


* 


MONTHS 
GUARANTEE ener aoe 


Free display cards, mats, decals, 


on all Tesf footwear! price cards, banners, everything 


you need for an effective Tuf story 
at the point-of- purchase, 


*AND FOOTWEAR SALES ARE Tea ALL OVER! 


Get in touch with your nearest Tuf distributor... 


he’ll keep your stock in 


DUNHAM BROTHERS COMPANY KING BROTHERS B. ROSENBERG & SONS 
Brattleboro, Vermont SHOE COMPANY, INC. 215-225 Decatur Street 
Bristol, Tennessee New Orleans 16, Louisiana 


THE AINSWORTH SHOE CO, MODERN SHOE COMPANY SOLNIT/BUCKINGHAM & HECHT 


610 Monroe Street 12th & Washington Avenue 817 South Los Angeles Street 
Toledo 4, Ohio St. Louis 3, Missouri Los Angeles 14, California 
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INTERNATIONAL 


LEATHE 


8th - 13th September 1960 
PORTE DE VERSAILLES - PARIS 
—< 
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Outstanding Style and Quality at Attractive Prices 


@ WAUKON 
Hi-Cut 
Work Rubber 


KERS, TOO... 
___TYER’S EXTRA VALUE 
MEANS EXTRA SALES 


CHALLENGER 
1WORKING Work Boot 











ZERO 

Insulated 

Utility Pac 
Tyer’s protective footwear line 


includes a value-packed variety 

of heavy-duty boots, pacs, gaiters 

and rubbers designed for rugged out- 

door use. Put these styles where your 

customers will see them. Outdoor workers 

appreciate their value at a glance. 

Tyer footwear is nationally advertised in Life, 

Post, Parents’ and Sports Illustrated. MOBIL 


TT Y E R Work Gaiter 


TYER RUBBER COMPANY, Andover, Mass., U.S.A. 
Please send me your illustrated price catalog on Tyer Protective Footwear. 


NAME STORE 
STREET. 
CITY. ZONE 
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something new 


and different in 


Neutrals that ‘‘go with”’ a variety of colors 
are old hat and no longer fashion. 


Today’s well dressed lady demands neutrals that 
MATCH the apparel of which her shoes are a part. 


Thus this triple tone on tone treatment of 
Firenze Calf (A), is also accomplished in Allied’s 
softest Suede (C) and Neumann’s Calf prints (B). 


The new colors these three neutrals create 
are actually adjustable to match the season, 
from Fall thru Winter into Spring, 

then Summer via additional basic shades 
especially created for Heydays. 


To see these new shoes is to believe; 
to believe is to realize the outstanding salability 
of this new FIRST at Heydays. 


floyhf? 


HEYDAYS SHOES, INC. © 2032 LOCUST STREET * ST. LOUIS 3, MISSOURI 
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r | Vara of the ‘Trade 


“In this changing pattern of retail- 
ing,” says SAMUEL LASKY of 
Allan’s Shoes in Clifton Heights, 
Pa., “you can’t operate on old theo- 
ries. If you do, they can spell the 
end of your business. Any merchant 
who thinks that the neighborhood 
store has a loyal, established follow- 
ing just by being at the one location 
for a number of years .. . is only 
fooling himself. 

“Doubtless, certain customers have 
formed the habit of shopping in 
your store whenever they need 
shoes, because they know you will 
have what they want. But, no mat- 
ter how loyal a customer may be, 
there comes a day when he doesn’t 
live there any more. Customers who 
have been old residents eventually 
move away, and there goes your es- 
tablished following. Of course, new 
people move in and become custom- 
ers; but only after establishing con- 
fidence in your fitting and other 
services. 





“The merchant must meet new 
needs. Must decide whether to up- 
grade or downgrade the merchan- 
dise. Determine whether the new 
customers will be attracted more to 
bargain store offerings or whether 
they can be induced to want your 
type of merchandise. 

“You have to know for certain 
whether or not the new customers 
will be satisfied with the merchan- 
dise you carry, in the same degree 
as the old ones were.” 

* * * 


“Good product, service, close cus- 
tomer relations and honest fit are 
good rules to follow in fitting chil- 
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dren’s footwear,” said PAUL DE 
FALCO, sales manager of R. J. 
Potvin Shoe Company of Brockton, 
Mass. “Today, fitting children’s 
footwear has become a science, espe- 
cially in regard to length and width 
fitting. This is very important. So 
many shoe people consider length 
the important factor and forget all 
about width. Checking a child’s hose 
to make certain they don’t pull toes 
back, is another important step.” 

* *% * 
An exchange information letter, 
that’s what RICHARD PALTER, 
president of Palter DeLiso of New 
York, is enthusiastically working 
on. He is planning to set it in motion 
between key independent shoe retail- 
ers. “The object,” says he, “is for 
the independent merchant, who 
doesn’t have access to a large buying 
office, to pick up information and tips 
on colors, materials and style from 
retailers in other sections ®f the 
country. 
“The way it will work is: Once a 
month the retailers participating in 
this ‘letter’ will write a brief but 
comprehensive account of what’s 
going on in their particular opera- 
tion, with the emphasis on style, 
color, fabric trends. The letters will 
then be sent to me and J, in turn, will 
act as a sort of clearing house, gath- 
ering the letters, having them mime- 
ographed and passed along to other 
participating independent operators. 
“Since certain sections of the coun- 
try can almost always be depended 
upon to act as style barometers, 
others can be looked to for color and 
fabric information, and yet others 
for novel, avant garde innovations, 
this informal cross section exchange 
of information could prove highly 
beneficial and informative. Cer- 
tainly it’s worth a try.” 

* * * 
“Which is the more _ prohibitive, 
would you say? The cost of a top- 
notch sales force or the cost of driv- 
ing customers away? 
“All the reasons given by retailers 
for having a poor sales force,” says 
MRS. ADELE C. ELGART, execu- 
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tive director of Specialty Stores As- 
sociation, “are valid. Sure, it is most 
difficult to get good selling help to- 
day; and it is true that a salesper- 
son with know-how and personality 
will advance rapidly out of the sell- 
ing force; also that part time help 
doesn’t take enough interest in the 
store. While every existing reason 
is valid, valid reasons for ineffici- 
ency still do not make a good sales 
force. 


“T make one prediction, based on my 
long experience with retailing. The 
independent retailer of the future 
will have solved this selling prob- 
lem. He will have a good sales force 
in those departments that need per- 
sonal selling. The retailer who 
doesn’t, I am afraid, will not remain 
independent long, nor go far into 
the future.” 

* + * 
HUGH JACOBSON, comptroller for 
Wexner Brothers in Memphis, 
Tenn., says: “The most important 
and yet one of the most difficult 
tasks facing buyers, merchandise 
men and comptrollers is to schedule 
purchases in such a way as to insure 
an adequate supply of merchandise 
at all times. And, at the same time, 
to maintain a_ sufficiently liquid, 
open to buy position. 
“Since a buyer is guessing to a de- 
gree, when he places orders early in 
the season and quite certain of per- 
formance when he reorders a partic- 
ular number, it becomes apparent 
that the wise approach would be to 
curb early purchases to a minimum 
figure, commensurate with reason- 
able selection.” 





“Dark vintage browns have received 
excellent acceptance with us,” says 
JACK LANE, president and buyer 
for men’s and boys’ shoes at the two 
Harris Men’s Stores in Houston. 
“Where black used to be 10-1 over 
brown with us, it is now about 
75-25. I believe the reason for this 
is the increased demand for brown 
in men’s apparel. 
“This year, we have gone in for the 
perforated shoes again . . . some- 
thing we haven’t done for the last 
couple of years. And although we 
expect them to be good with us, it’s 
still too early to tell. 
“Business has been fairly static but 
I believe that holds true throughout 
this area. However, I believe mer- 
chants here can look forward to 
business picking up now and con- 
tinuing to be good.” 

* * * 
Reports from the Business Advisory 
Council, representing a cross-section 
of the nation’s foremost business 
executives, who assemble periodi- 
cally in Washington to give Secre- 
tary of Commerce, FREDERICK H. 
MUELLER, advice on the business 
situation, add up to a first quarter 
of 1960 well ahead of both a year 
ago and the 1959 last quarter, with 
improving sales and income. The 
consensus was that the announced 
14 per cent increase in capital out- 
lays over last year represented firm 
commitments under steady price 
conditions. 
As heads of great enterprises, in- 
volving huge investments, mass pro- 
duction and big payrolls, these mem- 
bers of the Business Advisory Coun- 
cil have access to the best possible 
fact-gathering resources, far re- 
moved from guesses or rumors. As 
successful heads of giant industries, 
their judgment has to be tops. 
For 1960 they feel: The mood will 
be down-to-earth optimism. The out- 
look—substantial business progress. 
The length—all through the year. 

*% * * 
“As people have had more money to 
spend over and above the necessi- 
ties of life, they have become more 
adventuresome in their shopping 
and have come to expect more cere- 
mony in their buying. People appre- 
ciate variety, from which to make 
their choices. This ranks ahead of 
prices and values and applies to 
style merchandise as well as 
staples.” (Leo Nejelski) 
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Profile.... 


by ESTELLE G. ANDERSON 





ELEANOR STEWART 


HAT prompted you to go into the shoe business? That’s one of 

the first questions we ask and the answer is always illuminating. 

Invariably it establishes many definite facts and facets about 
the individual. It becomes a clue as to what makes them tick. 

When we asked Eleanor Stewart that question, she pondered it a bit 
and then replied: “I guess it is because I always liked leather. I had a 
feeling for merchandise that is made of leather. That was the first door 
that opened up the broad vista of buying, merchandising, promoting. 
My introduction to retailing was ‘by guess.’ 

“In 1948, I applied for a position at Abraham & Straus. Simply told 
them that I knew I could be a good buyer. They couldn’t care less! And 
no wonder, since my application form indicated that I had never been in 
business before. Of course, I had a good reason. I had been too busy 
raising my three sons, Rod, Bruce, Andrew. At any rate, I was stubborn. 
I persisted and, finally, A. & S. decided they would take me up on my 
brash self-analysis. They were going to make it real difficult. So they 
turned me over to Frances Pollack, the handbag buyer. Under her 
tutelage, I received the best, the most liberal education in ‘what it takes 
to be a good buyer.’ She taught me all I know; and before long, made me 
her assistant. 

“T held that position for two years and then went to Frederick Loeser’s 
as buyer of handbags, leather goods, umbrellas and raincoats. When the 
store closed, I went back to A. & S. as buyer of fashion accessories for 
their three stores. I stayed for three years.” 

That takes us up to April 1, 1955, when Mrs. Stewart took over her 
present position, casual shoe buyer at Lord & Taylor. She buys for the 
main store at 39th Street and Fifth Avenue in New York City and the 
seven branches: West Hartford, Conn.; Washington, D. C.; Milburn, 
N. J.; Westchester and Long Island, N. Y.; Philadelphia, Pa. In each 
case, the department carries a most extensive and comprehensive range 
of lines, including all types of Capezios, Caressa, Town & Country, Bass, 
Haymaker, Bernardo, United States Rubber and miscellaneous foreign 
imports. Mrs. Stewart went to Europe for four weeks last year. She 
bought shoes in Italy, France, Switzerland and England. Since then, 

(CONTINUED ON PAGE 62) 
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Blucher 





This fall and winter street and business shoe features 
a moccasin pattern executed with a hand-threaded seam. 
This seam accents the squared toe and is continued back 
under the lace stay and down the quarter to the heel 
base. The medium heavy edge trim and the welted heel 
seat help to set off the boarded deeptone calf upper. This 
style, made on a squared last and featuring a squared 
plug, is a three-eyelet blucher. The color is best described 
as a burnished brown, a leading fall fashion choice. The 
shoe is from the Nunn-Bush Shoe Company line. 
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Revolutionary new 

rubber sole material 

offers new shoe-selling 
possibilities 


New PARACRIL® OZO-—the sole material that outwears all 
others 2 to |—has introduced a whole new concept of shoe-selling 
possibilities. 

Consider e dress shoes that never need resoling ework shoes that 
are unharmed by oils, gasoline, most chemicals — more abrasion- 
resistant than ever before @ sport shoes with extra thin soles that 
are close to weightless, yet wear as long as standard soles @ out- 
door shoes that wear as well on the roughest terrain as conven- 
tional soles on sidewalks @ slippers and moccasins with soles that 
are long wearing, yet so thin they can be nearly as flexible as the 
foot itself. 

All of these intriguing possibilities and many more, are based on 
the use-proven fact that soles and heels of PARACRIL OZO are 
far tougher than any have been before. Find out more about 
PARACRIL OZO and the shoe-selling extras this extraordinary new 
material offers you. 


Naugatuck Chemical 


Division of United States Rubber Company setiagion Maeno 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontarie - CABLE: Rubexport, WY. 
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Working Women 


...and the Oceasion Shoe 


End of summer marks a fresh start for grown-ups, as well as young people 


going back to school and college. And there’s nothing like some new clothes 


—new shoes—to give the feeling of a new beginning and a better year ahead. 


HOES for specific occasions make good sense 

from the point of view of you, the merchant, 

because they make good sense to the woman 
who is your customer. The walking shoe type has 
been a valuable addition to “occasion” shoes, even 
though many of these shoes seem made more for 
sitting than walking. 

Working shoes form another category even more 
worth investigating. Most women are working women. 
They may not come under any of the usual classifica- 
tions of professional women, office workers, workers 
in stores, restaurants, industries and so forth, but 
many of them work harder than any of these. Sta- 
tistics classify these women as “homemakers.” They 
fill no 9 to 5 jobs, five days a week. Their job is seven 


Smart conservative suede 
stepin on comfortable me- 
dium heel. Tarsal Tred 
by Godman, 


Below: graceful wedge 
heel stepin for soft sup- 
port and comfort. Wee- 
junette by Bass. 
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Unlined spectator pump, true ex- 
tension sole, 12/8 stacked leather 
heel. Sabrina. 


Below: reptile overlay style fea- 
ture of this silky suede two-eyelet 
tie on stacked heel. Golo. 


by ELEANOR M. RUTTY 


days a week, 12 or more hours a day. All of these 
women—homemakers and the rest—offer the oppor- 
tunity to sell this other kind of occasion shoe, the 
working shoe. And, come late summer, the back-on- 
the-job shoe. Children, young people, college students 
get their back-to-school and back-to-college shoes. 
Why shouldn’t women, returning from vacation to 
their jobs, be given the same attention? 

The shoes we show here are just this kind, chosen 
for different kinds of women, doing different kinds 
of work. They are probably all in your fall purchases. 
There is the two-eyelet tie on stacked leather medium 
heel for the smart tailored suit customer. Then there 
is the medium heel stepin, shown here in black or 
brown suede, to be worn with suits or dresses. The 

(CONTINUED ON PAGE 66) 


51 





Paris Bottiers Endorse... 


Vamps still elongated but rounder, more straight heels, 
many fabrics for both daytime and evening wear. 


by LYSIA HARIVEL Paris Correspondent 

EW changes from last year’s spring and sum- 

mer collections are seen in the styles from 

Christian Dior-Roger Vivier, Durer, Seducta, 
Charles Jourdan, le Savetier d’Aya and Morega, or 
others of the great bottiers. Vamps are very short 
but they have an elongated look. A rounder tip on 
the elongated vamp and a tendency to follow the 
natural inner line of the foot are new ideas. 

The trend toward straight heels is growing in 
both covered and stacked leather types. Roger 
Vivier of Christian Dior has introduced a new prow- 
shaped “Polichinelle’ heel, 21/8 for daytime and 
24/8 for after-five and evening. Heels 10/8 and 
14/8 in height have been added for lightweight, 
unlined sport shoes. 

Kid and calfskin, plump but flexible, are used in 
many shoes. The real style news, however, is in the 
fabric shoes, sometimes the same material as in the 
dress. Ornaments include buckles, wide vamp bands. 
flowers that harmonize with the fabric, buttons, 
Louis XIV cockades. Evening shoes are richly em- 
broidered, recalling 18th century Persian or Turkish 
shoes. They are of embroidered net with a wide 
assortment of beads and variety of patterns. Color 
preferences are for beige, light chestnut, bamboo, 
date, gray flannel or partridge gray and several off- 
whites. Satins in blue and white or gray and white 
prints are a novelty. 


“Beauvais,” navy blue kid pump with elongated vamp 
and very high heel, trimmed with roses and Beauvais 
embroidery. Durer. 


2 


“Hebi,” beige pigskin pump with vamp ornament in- 
“Menuet.” formal evening pump of satin embroidered tegral part of the upper; for wear with classic tailored 
and encrusted with stones. Charles Jourdan. costume. Charles Jourdan. 
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BENLIGHTENED 


by 
Johnston 


& Murphy 


For complete information about 
these shoes please write directly to 
Johnston & Murphy Shoe 
Company, 511 Main Street, 
Nashville 3, Tennessee 


IN 


Glacé Brogandi by EVANS 


Glacé Brogandi is the leather the men’s shoe industry has needed. 
It has the weight, finish and durability that modern styling 
demands. It works easily, and comes in handsome, masculine colors 
as well as black and white. Write today for working samples, which 
will be shipped to you promptly. 


TNANS an : 
4 “\ FF > . 
Symbol of the Evans Quality Control Quality > JOHN R. EVANS & COM PANY 
System that assures uniformity of @& 5 1857—1960 The House of Uniform Quality Leathers 
pest quality and grade of Evans © Controlled Camden, New Jersey 
eathers, ‘ ~4 & ¥ 6 


fe, 1697 
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Why Retailers Modernize 


Eight shoe retailers who modernized their stores, what their goals were, 
how much they spent and what they accomplished with the modernization. 


HAT can store modernization 

do for you? 

If you ask Harvey Vest, the 
owner of Vest’s Shoes & Apparel 
store, McComb, Miss., he'll tell you 
that since he spent $25,000 for 
modernization, shoes have been easier 
to sell, repeat business has increased 
and store prestige has grown. 

You don’t have to spend $25,000 to 
get results. N. E. Ledbetter brought 
in the new customers and enthusiastic 
regular customers by spending only 
$1,500. He modernized the front of 
the Ledbetter Shoe Store in Colorado 
Springs, Colo. 


Signs of Modernization 
Whatever the cost, modernization 
means more than just a clean-up, 
paint-up, fix-up drive. According to 


Harvey Vest made drastic changes to his store, Vest’s was also extended to include the vacant store in top pic- 
Shoes & Apparel, McComb, Miss., when he modernized. ture. The entire project cost Mr. Vest $25,000. The change 
The top photograph shows what the store looked like has already resulted in increased new business and in- 
before the changes. When it was modernized, the store creased repeat business. 
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... and How They Do It 


Nelson A. Miller, a federal marketing 
expert, the signs of modernization in- 
clude: 

(1) better physical appearance; 

(2) better utilization of space; 
better display of merchandise; 

(3) up-to-date fixtures and equip- 
ment for better display and protec- 
tion of merchandise and for speeding 
customer service; 

(4) heating, ventilating and air 
conditioning to attract customers and 
make the store a better place in which 
to work. 

Mr. Miller’s criteria for moderniza- 
tion were stated in Small Marketers 
Aid No. 54. This publication of the 
Small Business Administration pro- 
vides you with a modernization check 
list to help you decide if moderniza- 
tion is necessary in your store. 

(CONTINUED ON PAGE 64) 


Before the modernization program the inside of Vest’s are pictured in the bottom photograph. Now Vest’s is an 
(top photograph) was cluttered. Paint was peeling from up-to-date store with a vinyl tile floor, an acoustical tile 
the ceiling and the old rug was always wrinkled. The ceiling, indirect lighting, modern furniture and display 
store needed a change. The results of the modernization fixtures and ample selling and stock space. 
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tix, Baer & Fuller Remodels 


: — 

ee 
AFTER—Strong diffused light comes from new leather, posts and walls are covered in sky blue 
acoustical ceiling in modernized department. Car- vinyl. Chairs are black and white vinyl in floral 
pet is turquoise, fitting stools are black patent pattern. 


TIX, BAER & FULLER has 

made over its main women’s 

shoe department on the sec- 
ond floor of the downtown St. Louis 
store. The new department now 
makes up about 40 per cent of the 
second floor. 

Through the remodeling the de- 
partment has been transformed 
from run-of-the-mill utility to dis- 
tinctive functional glamor. Approx- 
imately $185,000 was spent on the 
remodeling. 

All selling sections in the depart- 
ment are well defined. They in- 
clude women’s comfort shoes, young 
women’s moderately priced shoes, 
casuals and slippers, as well as a 
fashion salon. The fashion salon 
has been set up in a recessed area 
fringing the traffic flow. 


BEFORE — Taken before remodeling, 
photo shows neat but uninspiring wom- 
en’s shoe department. Note outmoded 
lighting, exposed pipes, exposed stock 
and humdrum feeling of utility. 
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Women’s Shoe Department 


St. Louis department store keys its women’s shoe area to the beauty 


of modern footwear, achieving distinctive functional glamor. 


by VIRGINIA MARSHALL 


The perimeter stock area, former- 
ly visible but now concealed, uses 
new steel shelves capable of storing 
41,000 pairs. New acoustical sus- 
pended ceiling has been built and 
the lighting is now flush fluores- 
cent-incandescent. There is no glare 
but a strong diffused lighting. 

The former drab taupe carpeting 
has been replaced by deep-pile tur- 
quoise carpet with a white flecked 
pattern. Walls and columns are cov- 
ered with sky blue vinyl. The com- 
fort shoe area has goldenrod vinyl 
upholstery. Citron chairs line the 
moderately priced shoe _ section. 
Chairs in the casual and slipper sec- 
tion use Dover tweed vinyl with ap- 
ple green wrought iron frames. A 
line of chairs with a stylized black on 
white floral pattern vinyl] lead the 
customer’s eyes back to the fashion 
salon, where the upholstery is black 
and white striped mattress ticking 
and dove gray vinyl with a moire 
surface. 

In contrast with the modern feel- 
ing of the popular price sections, the 
fashion salon veers toward Provin- 
cial styling. Panelling is in random 
ash, with wormy chestnut display 
cases. A black wrought iron chan- 
delier with matching wall sconces 
and a French butcher’s table display 
piece are used for accent. 

Other details contribute to the air 
of functional beauty. Fitting stools 
are covered with gleaming black pat- 
ent leather. Posts are mirrored. Pie- 
crust ashtray tables are convenient 
for customers. Several open display 
racks, accessible from two and three 
sides, make it easy for customers to 
select patterns, especially in teenage 
shoes, 

Coordinated handbag counters 
have been moved to a strong traffic 
location near the escalators. 


Slipper bar is next to casual shoe area 
on one side, and loungewear apparel 
department leads off at right of photo. 
Chairs in foreground are apple green 
wrought iron. 
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Coordinated handbags were moved to a strong traffic flow re near 
Bronze display fixtures are mounted on wormy chestnut panels. 


escalators. 
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NOW AVAILABLE... 
MARKETING ASSISTANCE PROGRAM 


Offering manufacturers counsel in marketing 
has long been a Chilton practice. But count on 
Chilton to move ahead with the times. Today 
Chilton’s intensified activity in market research 
is a development that can help you get more 
out of your sales and advertising dollars. The 
stepped-up facilities—organized in depth and 
breadth—are identified as M-A-P, an efficient, 
penetrating Marketing Assistance Program. 


lf you are a manufacturer searching for new 
talents and tools in your marketing operations, 
Chilton can put a wealth of manpower and a 
multiplicity of facilities to work for you. All 
Chilton publications have marketing data repre- 
senting years of selling experience and research 
in their respective fields. And Chilton’s fully 


staffed Research Department is equipped to 
help you develop additional data to give even 
better direction to your marketing plans. 


Chilton’s standards of editorial excellence and 
quality-controlled circulation in 17 business 
publications are now linked with stronger and 
more complete marketing information for ad- 
vertisers. Chilton representatives will be glad 
to give you more details. 
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Pros and Cons: 
Private Labels 


ORE and more shoemen, retailers and pro- 

ducers alike, have continued to become more 

vocal about the pros and cons of branded versus 
unbranded or private label shoes. But, according to 
those who’ve made a real probe into the matter, the 
big danger is in retailers coming to hasty conclusions 
on the basis of “trends” data. 

In recent years, there’s been a definite rise in the 
ratio of makeup shoes at the expense of brands. An 
estimated 47-48 per cent of all shoes produced today 
are going into makeups, as compared with some 40 per 
cent in 1954. This share is in dollars. In units the share 
today amounts to about 42-43 per cent, due to the gen- 
erally lower average price of makeup lines versus 
branded. The experts expect this “trend” to continue, 
at least over the immediate years ahead. 


Behind the Trend 

What are the forces behind the “trend?” The move- 
ment into more makeups is being channeled into volume 
or mass-volume retail outlets rather than into average 
shoe stores. For example, some of the department 
store chains have increased their share of makeups as 
much as 25 per cent in recent years. On the other 
hand, the average independent retail shoe store has 
shown little or no letup on branded lines. And where 
department stores have increased makeups, it has been 
more to supplement branded lines rather than to sup- 
plant them. 

Makeups have been out-pacing the brands for one 
basic reason: The types of retail organizations that 
have leaned more toward makeups have been expanding 
their shoe volume at a faster rate than the average 
types of stores carrying brands. This is definitely not 
because of the makeup-type shoes, but because of the 
character of the stores themselves. Mass-volume retail- 
ers such as department store chains, mail order chains, 
shoe chains, variety store chains, promotional depart- 
ment chains, continue to show rapid growth not only in 
size and in business done in individual stores, but in 
numbers of stores and locations added to their chains. 


The Giant Retailers 

Today, with an estimated 41 per cent of all retail 
shoe business being done by mass-volume organizations 
with centralized buying headquarters, it is easy to see 
how as much as 42-43 per cent of all shoe units now 
fall into the makeup category. Only about six years 
ago the share of business done by this group amounted 
to about 37 per cent. So in that short period they’ve 
increased their share of the total retail shoe market 
by some 11 per cent... and these are the stores that 
are using more makeups. And because these types of 
stores, the so-called giant retailers, are expected to 
continue out-pacing the independents over the imme- 
diate future, it’s taken for granted that the share of 
makeups will rise correspondingly. 

The makeup growth “trend” isn’t only from expan- 
sion in size and number of these stores, but in expan- 
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sion of shoe departments within these stores. For ex- 
ample, the variety store chains have had an impressive 
expansion of their shoe departments, and evidence shows 
this trend will continue there. Relatively new entries 
such as the supermarkets, self-service chains, so-called 
promotional department stores, the mass-volume dis- 
count stores ... these are rapidly becoming bigger 
factors in shoe business. And most of them are big 
consumers of makeup footwear. Add to this the equally 
swift growth of the regular shoe chains, as well as the 
mail-order (becoming a relative misnomer) chains, both 
of which also are big users of makeups, and we see 
much of the realistic answer to the growth of makeups. 


Around the Edges 


But the growth is also spreading somewhat around 
the edges of the mass-volume circle, with more inde- 
pendent retailers moving into some makeups, on a 
selective scale. This applies more to the larger single 
independent stores where there’s enough weight of 
size and reputation to sell makeups and private labels 
successfully. Some retailers feel that private labels add 
to store prestige (though intermixed with national 
brands). These retailers point up that makeups can be 
bought at lower price, sold at better price, for a 
broader margin. 


But the brand story is also a powerful one. It’s more 
than a matter of national recognition and acceptance 
established in the consumer mind. Brands are backed 

(CONTINUED ON PAGE 62) 


Boots! Boots! Everywhere Boots! 


THE MOST effective way to sell a profitable volume 
of cowboy boots for boys is to show such a huge selec- 
tion that the parents will automatically think of the 
store whenever the subject of boots comes up, accord- 
ing to Joffre Kiamy, owner of Kiamy’s, major shoe 
retailers in Phoenix, Ariz. 

Kiamy and his salesmen regularly suggest that 
“every boy wants cowboy boots” while dealing with 
parents. And, even though the customers may show 
no immediate interest in boots, they are usually es- 
corted up to the mezzanine balcony on which the Kiamy 
boys’ shoe department is located. Shoulder high insets 
in the wall shelving around two sides of the depart- 
ment show an average of 25 selections of boots, in half 
a dozen price ranges, with the emphasis on careful 
fitting, complete size records on every purchase, and 
unique styling. Even parents of toddler-size boys are 
given the “grand tour” of the boot department and 
invited to examine various styles closely. 

Constant repetition of the theme “every boy should 
have a pair of cowboy boots” has been the number one 
selling asset, according to Kiamy. While the sugges- 
tion may not bear immediate results, the chances are 
parents will remember their youngster’s enthusiasm for 
cowboy boots when birthdays, Christmas, school gradu- 
ation or other gift occasions come around. 


A woven straw sandal made of cord was worn by 
all Romans who wanted to label themselves as members 
of the “intellectually humble.” It was called the 
“‘baxea.”’ Those who wore it included philosophers and 
priests. 
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Always in Demand... 


CARTER KIDSKIN 
Shoes for Men 


2 Here’s the consistent, always-in-demand 


foundation for a really profitable men’s 
shoe business. Fads come and go, but 
the demand for the neat appearance and 
solid comfort of Carter’s Kidskin shoes 
goes on undiminished, winter, summer, 
spring, fall. 


Carter makes genuine Goodyear welt 
Kidskins in twelve time-tested styles (4 
oxfords, 8 shoes). With these 12 Carter 
Kidskins in stock, you can count on 
steady sales at a good profit, regardless 
of season or general conditions. 


For prices and terms, see our 


representative or write direct. 


J. W. Carter Company 


P. O. BOX 30 © NASHVILLE, TENNESSEE 





Private Labels 
(CONTINUED FROM PAGE 61) 


by depth in in-stock at the factory 

. Vital to the average retailer who 
can’t afford the financial outlay or 
commitment on lots of makeup or 
private labels to give him sufficient 
inventory depth to “substitute” for 
the manufacturer’s in-stock. Also 
important, the average retailer feels, 
and justly, he isn’t strong enough in 
his community to do battle with pri- 
vate labels against national brands. 
Many retailers who have given pri- 
vate labels a fling have returned to 


national brands with fingers memor- 
ably burned. 


Concern for the Future 


A number of shoe manufacturers 
have expressed some concern about 
the future for national brands, 
though there doesn’t yet appear to be 
any deep-rooted anxiety about it. 
The chief concern appears to lie in 
this fact: The independent retailer 
is still the core of the branded shoe 
business, but the growth rate of the 
independent is appreciably slower 
than that of the mass-volume stores. 
The department store is another im- 
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portant brand-name source, but this 
group also has shown a growth pat- 
tern slower than the mass-volume 
retailers. 

One brand-name manufacturer ex- 
pressed the view of many when he 
said, “The brand-name shoe produc- 
ers are going to have to work a lot 
harder, not only on the promotion of 
their own brands inside and outside 
of the trade, but in more aggressive 
and tangible assistance to retailers 
selling these brands. We’re reaching 
a point where the battle for custom- 
ers will not be only with the regular 
pattern of brand versus brand, but 
unbranded versus unbranded. It ap- 
pears that while the brands have 
been fighting it out among them- 
selves, the unbranded and private 
label shoes have been on the sidelines 
taking bigger bites out of the 
spoils.” 


Profile: Eleanor Stewart 
(CONTINUED FROM PAGE 48) 

she has maintained a representative 

collection of foreign imports from 

these countries through contacts 

with representatives over here or by 

ordering direct. 

It sums up to... a chance for a 
choice .. . an almost limitless selec- 
tion of styles in a full depth of sizes 
that has made Lord & Taylor one of 
the most outstanding casual shoe 
operations in the United States. 

Eleanor Stewart has her work all 
cut out for her. She keeps in con- 
stant touch and communication with 
the branch managers and visits each 
store about four times a year. She 
has a flair for bolstering morale and 
understands the managers’ problems. 
She always tries to be as helpful as 
she can. We heard her tell one of 
the managers (who called while we 
were interviewing her): “If you are 
really enthusiastic about any par- 
ticular shoes, we will see to it that 
you get them. You tell us what you 
need, and, if necessary, we will take 
them from somewhere else.” 


Attends Shoe Shows 


She attends the major shoe shows 
—St. Louis, Miami, Chicago. Her 
heaviest buying periods are for 
spring and summer and _back-to- 
schoo] in the fall. Her plans are 
made about four months in advance 
of each season and, with the excep- 
tion of reorders, she actually places 
her orders three months in advance 
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of the selling period. 

After she has set up the complete 
program and discussed the broad- 
scale planning with Lord & Taylor 
top management, Mrs. Stewart turns 
some of the paper work over to her 
three assistants. These young men 
also oversee the departments, work 
on the floor and visit the branches. 

“TI think casuals have become very 
important in today’s living,” says 
Eleanor. “The young business girl, 
the suburban housewife, the fash- 
ionable urban customers, in fact, 
women of all ages recognize that 
they cannot run around on high 
heeled shoes all day. They must have 
comfortable shoes in the lower heel 
category; and that’s where we fill 
the bill. Small wonder that our busi- 
ness has boomed. 


Style Image 


‘I'he style image that Lord & Tay- 
lor has established for the younger 
woman (no matter what her age) on 
the Young New Yorker floor, has 
helped us to do a better job. We 
have been unusually lucky for we 
have a youthful clientele in our par- 
ticular area which we have not only 
managed to hold but to augment as 
well. 


“Incidentally, I think that the de- 
partment stores had let the specialty 
stores take the lead in customer ser- 
vice and displays, as well as promo- 
tions, for quite a time; but depart- 
ment stores are fast realizing the 
potentials that they let slip through 
their hands and they are doing some- 
thing about it. They are catching 
up.” 

What does it take to be a good 
buyer? Eleanor Stewart believes it 
takes a good fashion sense, a tre- 
mendous amount of drive, a strong 
personality and an ability to guess 
right. 

“In my estimation,’ she says, 
“people instinctively have good fash- 
ion sense or they don’t. From then 
on, it’s a matter of developing that 
fashion sense with training, experi- 
ence and observation. 


Shoe Buying Is Hard 


“T think, if you are to be a suc- 
cessful shoe buyer, you must work 
very hard at it because there are a 
lot of things that enter into buying 
shoes that don’t enter into buying 
for other departments. Having 
bought for other departments, I 
realize how difficult shoe buying can 


be. You must not only buy so much 
further ahead than other depart- 
ments, but you have a problem of 
sizes, widths and lasts as well as 
much more frequent style changes. 
This is not a staple business and you 
have to guess very far ahead. It 
takes a good deal of planning and 
execution to be successful and to 
put on increases that are necessary 
in order to maintain one’s profit, in 
these days of skyrocketing costs.” 

Eleanor Stewart was born in 
Boise, Idaho, and her family moved 
to Seattle, Washington, when she 
was very young. She attended the 
University of Washington. Majored 
in journalism and was president of 
her class in her sophomore year. 
She left the university the following 
year, to get married. She came East 
in 1948, 


Now, she lives in Bucks County, 
Pa., and although it takes four hours 
of commuting each day, she doesn’t 
mind it because it gives her an op- 
portunity to catch up on her paper 
work. It’s easy to realize that this 
doesn’t allow much time for hobbies; 
but whenever she can sandwich in a 
bit of relaxation it is either golf or 
a swim. 
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Why Retailers Modernize and How They Do It 


(CONTINUED FROM PAGE 55) 

Mr. Vest decided modernization 
Was necessary in his store and the 
changes he made were drastic. They 
were aimed at improving the ap- 
pearance and efficiency of the store, 
expanding the selling area and re- 
vamping the handling of the stock. 

Mr. Vest had the help of the 
Brown Franchise Store Division of 
the Brown Shoe Company in making 
the store changes. This consultation 
service is available free to any of 


%, Yo 
\ un Pe 


When the plans were finally 
drawn, everything was changed. The 
old brick front was masked by a new 
front that was extended to include 
an adjoining vacant store. A new 
canopy sheltered the walk in front 
of the two stores and a large lighted 
sign was added to the face of the 
building. 


Add Vinyl Flooring 
Inside, the old wrinkled rugs were 
replaced with vinyl tile floor cover- 
ing and carpeting was provided for 


Before modernization, Smith’s Shoe Store, Boulder, Colo. (top photo), had old 
fashioned high ceilings, suspended fluorescent lights and open stock shelves, After 
modernization (bottom photo) the pegboard display units serve to hide stock and 
also provide additional stock space within them and the lowered ceiling with indirect 


lighting improves the looks of the store. 
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the fitting area. The ceiling was 
faced with acoustical tiles and the 
fluorescent lighting was built flush 
with the new ceiling. 

Bin-like tables that once displayed 
shoes, were replaced by portable 
shoe display fixtures. Modern chairs 
of bone, black and brass were added 
to the selling floor. 

Although the stock capacity was 
increased 75 per cent during the 
modernization, the stock is _ still 
carried in the perimeter. However, 
the perimeter was extended and the 
box ends are now flush and form 
the wall. 

The changes more than doubled 
the selling area. And, toward the 
rear of the store, a wide stairway 
was added to provide an entrance to 
the limited apparel section. This 
section is on a semi-balcony. 

The store was also departmen- 
talized during the modernization 
project. The men’s shoe department 
was put up front so that the men 
can easily get to a fitting chair 
without climbing over tiny tots on 
their way. 


Small Cost, Big Return 

In his Colorado Springs store, Mr. 
Ledbetter wanted to make a big 
change without spending a large 
amount of money. He said, “For 
$1,500 you can make a big change in 
your store by adding your own labor 
to that of the contractor.” 

In his modernization project, Mr. 
Ledbetter got rid of an old wooden 
doorway and two narrow display 
windows. In their place he now has 
a modern glass door and two open 
view display windows. The new win- 
dows let passers-by see the attrac- 
tive interior displays of fashion 
shoes and matched handbags as well 
as the window displays. 


Display Boards Hide Stock 


How can you increase your stock 
capacity and build in concealed shelv- 
ing without reducing the selling area 
or creating an impression of nar- 
rowness in the store? 

Ken Smith, the operator of Smith 
Shoe Company, Boulder, Colo., had 
a yen for concealed shelving but he 
didn’t have selling space to spare. 

Mr. Smith’s answer was four 
wooden pegboard open display units. 
Each of these units, built into ceil- 
ing-to-floor supports, provides dis- 
play space on the front and storage 

(CONTINUED ON PAGE 72) 
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e Dates to Remember 


MAJOR MARKETS ... 


Allied Shoe Products Show, Spring-Sum- 
mer 1961, Sheraton-Atlantic Hotel, 
New York June 20-23 
Shoe Fabric Show, Spring-Summer 1961, 
National Shoe Fabric Association, 
Hotel New Yorker, New York ..June 21-24 
Leather Show, Spring-Summer 1961, Tan- 
ners’ Council of America, Statler-Hil- 
ton Hotel, New York .........June 23-24 
Mid-Season Shoe Fashion Week, No- 
tional Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., New Eng- 
land Shoe and Leather Assn. and 
National Assn. of Shoe Chain Stores, 
Waldorf-Astoria Hotel, New York 
August 21-24 
National Shoe Fair, National Shoe Man- 
ufacturers Assn. and National Shoe 
Retailers Assn., Palmer House, Mor- 
rison, Conrad Hilton and Congress 
Hotels, Chicago October 23-27 
Popular Price Shoe Show of America, 
New England Shoe and Leather Assn. 
and National Assn. of Shoe Chain 
Stores, New Yorker and Sheraton-At- 
lontic Hotels and New York Trade 
Show Building, New York 
November 27-December | 


. . . AND KEEP IN MIND 


Mid-Continent Shoe Travelers Assn., 
Fall Shoe Show, Biltmore Hotel, Okla- 
lianas Clty: ONG, sone iesunss May 15-16 
Pennsylvania Shoe Travelers Assn., Inc., 
Fall Shoe Show, Hotels Carlton 
House and Penn-Sheraton, Pittsburgh 
May 15-18 
Boston Shoe Travelers’ Assn., Fall Shoe 
Show, Parker House, Boston....May 15-18 
West Coast Shoe Travelers’ Associates, 
Fall Market Week, Alexandria, Bilt- 
more and Sheraton West Hotels, Los 
Angeles 
Midwest Shoe Travelers’ Assn., Fall Shoe 
Show, Palmer House, Chicago. .May 15-18 
Michigan Shoe Travelers Club, Fall 
Shoe Fair, Hotels Statler-Hilton and 
Detroit Leland, Detroit ......May 22-24 
Central States Shoe Travelers, Heart of 
America Shoe Fair, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 
May 22-24 
Philadelphia Wholesale Shoe Mart, fall 
showing, Philadelphia Shoe Associates, 
members’ showrooms, Philadelphia 
June 12-14 
Merchandising Clinic, National Shoe 
Manufacturers Assn., Statler-Hilton 
Hotel, New York .. June 21-22 
Accounting and Office Management 
Clinic, Eastern Session, National Shoe 
Manufacturers Assn., Hotel Roose- 
velt, New York November 3-4 





Frank Crisci, once a consultant 
and shoe designer for Marshall 
Field & Company, Chicago, has 
leased the shoe department in 
B. Goodman Fashions, Columbus, 
O., with plans to introduce several 
brands of ladies’ high-style shoes. 
Harold N. Jenkins is buyer of 
shoes for the new salon, and Betty 
Fleming, formerly of Gimbels, 
Pittsburgh, is buyer of hosiery and 
handbags. 
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If you've put off ordering them up to now, consider this for a moment: Genuine Dunham's Tyroleans® 
are nationally recognized as the most popular, most profitable outdoor shoes ever made. The most 
imitated, too — but soaring sales in stores everywhere indicate that consumers continue to insist on 
the original . . . genuine Dunham's Tyroleans®. Let us send you complete information 


DUNHAM’S BRATTLEBORO, 


write today! 


VERMONT 


in Canada: Greb Shoes Ltd., Kitchener, Ont. 








Working Women and 


the Occasion Shoe 
(CONTINUED FROM PAGE 51) 
unlined spectator on 12/8 leather 
heel and true extension sole is for 
the very tailored woman, be she just 
out of college or an important execu- 
tive. The soft, lightweight wedge 
hee] stepin is for the many women 
who find there is nothing like a 
wedge heel for support and comfort. 
The wedge heel customer is found in 
all kinds of work, in offices, beauty 
parlors, hospitals, pushing baby car- 
riages and supermarket carts. 
Whatever the styles you choose, 
don’t neglect this opportunity for an 
effective promotion of first fall shoes 
for women who work, to wear dur- 
ing their working hours. 


Baker Reporting 


from Washington 
(CONTINUED FROM PAGE 38) 
Some astonishing figures showing 
the rocket-like rise in imports of 
rubber footwear are being called to 
the attention of congressmen by 
Rep. Thomas J. Lane (Massachu- 
setts Democrat). Mr. Lane repre- 
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sents an important U. S. rubber foot- 
wear manufacturing area. 

Mr. Lane placed in the Congres- 
sional Record an article on rubber 
imports appearing in the March is- 
sue of the B. F. Goodrich Citizen. 

The Goodrich article points out 
that 34 per cent of all waterproof 
and canvas footwear sold in the 
U. S. now comes from abroad, pri- 
marily from Japan. 

“Imports have skyrocketed from 
1,000,000 pairs in 1955 to nearly 48,- 
000,000 pairs in the first 11 months 
of 1959,” the article states. “Quality 
is generally good. 

“Wage rates put American manu- 
facturers at a tremendous disadvan- 
tage. Average hourly wages for the 
footwear industry in the U. S. are 
$2.51 per hour. In Japan, the aver- 
age is 20 cents per hour. 

“Alarmed at the rapid rise of foot- 
wear imports, members of the Amer- 
ican footwear industry briefed sena- 
tors and representatives in Washing- 
ton recently on the problem. The in- 
dustry hopes foreign manufacturers 
will agree to a voluntary quota be- 
fore the footwear market is flooded. 

“What can be done about foreign 
competition ? 


“The most obvious answer is to 
build as much value as possible into 
our products at the lowest possible 
cost. BFG (B. F. Goodrich) prod- 
ucts are known for their quality; 
through pride and vigilance we must 
maintain this quality superiority. 
And by working smarter, we must 
become more efficient and keep our 
costs low. BFG people can’t afford 
to give foreign competitors any fur- 
ther advantage.” 

e 

Self-employed persons appear to 
be nearer victory in their long quest 
for income tax relief to enable them 
to save money for retirement. 

The U. S. Treasury, long opposed 
to the proposal, has taken a new con- 
ciliatory stand which means the plan 
may be acceptable to President Ei- 
senhower. 

This opens the door to almost cer- 
tain enactment of the legislation this 
year. 

If so, merchants would be able to 
qualify for a tax cut by setting up 
their own pension plans. 

The American Enterprise Associa- 
tion (1012 14th St., N.W., Washing- 
ton, D. C.), explains the plan this 
way: 
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The problem faced by a self-em- 
ployed person who wishes to accumu- 
late a fund for retirement can be 
illustrated by the case of the small 
unincorporated businessman who 
earns, say, $8,000 in his early years 
and less than that in his later years, 
but has an income of $15,000 in a 
few good years during the middle 
span of his working life. He wishes 
to use a part of his income to build 
up a retirement fund. Undoubtedly, 
he will want to make the largest con- 
tributions to a retirement fund in 
those years in which he receives the 
largest income. But high progres- 
sive income taxes absorb a larger 
percentage of his $15,000 income 
than of his $8,000 income. Thus, 
taxes severely limit his ability to 
provide for his own retirement out 
of his higher earnings. 

Under H.R. 10, a small business- 
man in this situation would be per- 
mitted to set aside, before taxes, 
amounts up to 10 per cent of income 
annually (but not over $2,500 per 
year) in a_ restricted retirement 
fund. Amounts withdrawn from the 
fund after retirement would be taxed 
when received. 


Such a tax deferment has two im- 
portant advantages. First, it permits 
a larger initial investment in retire- 
ment savings, and, secondly, since 
most people are in a lower income 
tax bracket after retirement, the 
tax on amounts set aside is reduced. 


New York Producers 
Foresee Business Gains 


BINGHAMTON — Upstate New 
York shoe manufacturers rate the 
spring outlook as good and they are 
working on expectations that fall 
business will exceed last year. 

General trade opinion is that de- 
spite an unfortunate March the 
Easter impetus will push late spring 
business up to or ahead of earlier 
estimates. 

Manufacturers see the chains and 
other volume buyers in a_ better 
inventory position than the average 
independent retailer. While most 
recent fall orders were conservative, 
the bigger firms were more inclined 
to operate confidently. Some smaller 
stores were hesitant in view of 
comparatively large stocks still on 
hand. 





Production and employment at 
major shoe manufacturing plants 
were still curtailed moderately dur- 
ing the past month as plants pre- 
pared to shift to fall lines. 

Sales conferences introducing fall 
lines were pitched on a highly con- 
fident note. Top executives painted a 
bright picture of the months ahead. 
Previous estimates of annual pro- 
duction gains were upped in some 
cases. 

Optimism was based on the sound- 
ness of the economy, continuing 
high personal income, increasing 
leisure and demand for sports and 
casual footwear. High style and good 
style is penetrating to popular price 
levels and stimulating demand. 

The breadth, importance and pos- 
sibilities of the teenage market are 
not yet fully realized, sales repre- 
sentatives were told. Vulcanized 
leather shoes for children offer a 
field which is due for tremendous 
development. 

Rapid increase in the number and 
variety of men’s styles and the grow- 
ing acceptance of offbeat designs, 
materials and colors are reported 
to be stimulating sales in this cate- 
gory. 
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“But I Trusted Him!” 


by BESS RITTER 


“IF THERE is anything I can vouch for,” bragged 
the shoe store owner, “it’s the honesty of my employees. 
I’d trust them anywhere with anything in my store.” 

One year later, this same owner, who still had the 
same employees, came very close to bankruptcy because 
of stock shrinkage. The cause was dishonest employees. 

This is not an isolated instance. As much as half a 
billion dollars has been lost in a single year by business 
due to dishonest employees. A fair percentage of these 
businesses were retail shoe stores and most of the 
thieves were considered honest by their employers. 

One complication is that most dishonest employees 
really look honest. According to a large surety associa- 
tion, the average embezzler has worked for his victim 
for approximately five years, has proved himself honest 
and diligent and earns a wage that’s believed to be 
more than adequate. 


Check Those References 

It is possible for you, an average store owner, to 
guard against the potential ‘inside’ crook. These are 
the simple, business-like methods to follow. 

(1) Hire all employees carefully, regardless of 
whether you are hiring a part-time high school boy 
“trainee” or an experienced manager to assume com- 
plete charge of the store. Don’t just ask for routine 
references such as former employers, places of educa- 
tion and names of personal friends, and accept them. 
Check all replies. In addition, many careful shoe store 
owners ask for the name of the applicant’s bank and 
the name of the spouse’s employer. 

This seems to be ordinary business horse-sense. How- 
ever, there are too many cases of shoe store owners 
who ask for references and do not check them. This 
is what the dishonest potential employee relies upon. 
It is proved by this dodge, operated too frequently to 
be ignored. The applicant-to-be advertises for an em- 
ployee to work in a retail shoe store. He specifically 
notes that “recent experience” is essential and asks 
for a complete resume. He lists a box number as his 
address. He then picks the reply with the best refer- 
ences and uses these himself when applying for a job 
in another state. Because his “borrowed” references 
look good, and because their location is too distant to 
be checked by phone, he is frequently hired without 
investigation. He is never suspected until he disappears 
along with a good portion of the stock. 


Fill Your Employees’ Shoes 
(2) Supervise even the most trusted employee by 
taking over his job when he is on vacation and by 
checking his work on his day off. By doing this you 
can effectively prevent getting the shock that floored 
one shoe store owner. One day, when his most trusted 
employee was ill, the owner inspected the stockroom. 
He found the shoe boxes neatly stacked on the proper 
shelves but they were curiously light. When he opened 
them, he found they were empty. 
(3) Maintain perpetual inventory records. They 
(CONTINUED ON PAGE 78) 
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Give her pile fabric trim made with the same 
DYNEL modacrylic fiber that puts the new 
fashion face on pile coatings. Get that glow of 
acceptance in your footwear with the weightless 
warmth, caressing softness and luxury look of 
DYNEL. Available in an exciting range of colors 
and textures, including two-height piles, frosted, 
tipped and “animal” effects. Remember, too, 


FROM 
= 8 >) >) © 
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DYNEL always means durable performance. 
Will not mat down, stays soft and snug, 
shrugs off the roughest weather, dries in a 
wink. Check the whole range of new fashions 
in DYNEL trim fabrics being shown by Borg, 
Glenoit, Malden, Phillips Premier, and Princeton 
Knitting. Write for addresses. 


Titi) Mm TEXTILE Textile Fibers Department, Union Carbide Chemicals Company, Division of Union Carbide Corporation, 100 E. 42nd St., N.Y. 17, N.Y. 
CARBIDE FIBERS Offices in Boston, Mass. at 300 First Ave., Needham Heights; Charlotte, N.C. at 1213 Liberty Life Bldg. In Canada, Union Carbide 
Canada Limited, Montreal, Que.; Toronto, Ont. “Union Carbide” and ‘“Dynel” are trademarks of Union Carbide Corporation, 
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the one that tells "em 





What makes a star salesman? “Git up and go”? Certainly ... PLUS a thorough 


knowledge of the field. He keeps his prospects posted on important trends, 


competitive facts and figures, valuable merchandising ideas. He’s always welcome. 


They trust what he tells them and (logically), they trust what he sells them, too. 


That’s why the RECORDER is a star salesman for you. It “gits up and goes” 


to meet all your prospects, explore their interests and fully serve their business 


needs. They rely on what it alone has to tell, and (logically), on what it has to 


sell. Let your advertising exploit its unique editorial force. 


If you missed any of these 
significant articles — 
send for reprints to 

Boot & Shoe Recorder, 
Philadelphia 39, Pa. 


——— 
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is the one that sells ’em 





READERSHIP — Considered, bya wide IMPRESSION — Exposure time 
margin, the “most helpful” publication in for each issue is longer by months 
all shoe categories, according to a recent than any competitive publication. 


National Analysts, Inc. survey. 
VITALITY — 43,000 reprint IMPACT — Superior quality and 
requests in ten months — and the clarity of reproduction plus full color 


highest subscription renewal rate in availability, provide maximum 


the trade — 74.74%. visual power. 
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A CHILTON (y) PUBLICATION 
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Why Retailers Modernize and How They Do It 


(CONTINUED FROM PAGE 64) 
space for 175 pairs of shoes in the 
back. He plans to supplement these 
display units with pre-selection 
shelves which will put more stock on 
open display. More stock was also 
added in back of the mirrors. Now 
the stock capacity of the store is 
20,000 pairs. With the units set up 
in the room as fixtures, stock seems 
to be concealed and yet there is 
ample room for 30 fitting chairs. 

“These display-stock units have 
moved a lot of shoes out into the 
selling floor and have made my stock- 
room more workable,” said Mr. 
Smith. He added, “It has eliminated 
the necessity of pulling stock into 
uncomfortable and unhandy places 
in the store. If you study your store, 
watch where more efficiency is 
needed and where conditions are un- 
comfortable or unhandy. 

“The new arrangement, the low- 
ered acoustical ceiling, the soft 
stereophonic music and the relaxed 
atmosphere seem to unruffle tired, 
hurrying customers,” said Mr. 
Smith. 


Use the Basement 


Discussing the recent moderniza- 
tion of Millers Shoes in Milwaukee, 
Wis., Joseph Miller said, “This was 
the most obsolete looking store on 
the street. I wanted to upgrade its 
appearance to fit in the neighbor- 
hood.”’ 

The biggest change that Mr. Miller 
made was to turn the formerly un- 
used basement into a stockroom and 
office. Because there were no inside 
stairs to the basement, moderniza- 
tion plans had to include a stairway 
from the middle of the selling floor. 

The complete remodeling of this 
store cost about $10,000 and was 
planned by H. Schmidt & Sons, local 
architects. Included in the changes 
were the reconstruction of the store 
front, removal of the hidden shelv- 
ing, installing of new fixtures and 
the painting of the interior. The 
wall on the women’s shoe side of the 
store was painted tangerine and the 
wall on the men’s side was painted 
char gray. 


Move Stock, Speed Service 


When the Curtis Enna Jettick 
Shoe Store at 133 Tremont St. in 


Boston was modernized, Manager 


72 


John Richard aimed at rearranging 
his stock to speed customer service. 
He also wanted to increase the stock 
capacity of the store. 

The manager’s office was moved 


The displays of shoes and matched hand- 

bags in the modern display bar near the 

cash register and on other display fixtures 

inside Ledbetter Shoes, Colorado Springs, 

Colo., are easily seen by passers-by since 

the modern glass door and open view dis- 
play windows were installed. 


from the back of the store into the 
basement and the rear wall of the 
selling floor was moved forward 
about three feet. This increased the 
first floor stockroom capacity by 
2000 pairs. The move also cut the 
number of trips sales personnel must 
make to the basement. 

Although the selling floor was re- 
duced in size, it now looks more 
spacious. Shelving that protruded 


A complete new front with an angled 
entrance and a _ sidewalk planter were 
added to Miller Shoes in Milwaukee. 


about six feet out from the wall near 
the rear of the selling floor was re- 
moved. 

Steve Wachsner, manager of Innes 
Shoe Store at 5771 Wilshire Blvd. in 
Los Angeles, put his casual shoes 
into a separate department called the 


Flamingo Room during his modern- 
ization project. He dropped his chil- 
dren’s line and used that space for 
the casual department. A partial 
partition was added to the men’s de- 
partment to give more display space 
and additional stock space on the 
back of the partition wall. 


Build a Back Door 

After 30 years, the Macon Shoe 
Co., Macon, Ga., recently underwent 
the first modernization program. It 
was changed from top to bottom, ac- 
cording to store manager Bill 
Vaughn. 

One of the major changes to meet 
changing times and the city’s im- 
proved parking facilities is the addi- 
tion of a back door entrance and dis- 
play windows at the rear of the 
store. 

The departmentalization of the 
store was included in the moderniza- 
tion. The men’s shoe department is 
in the basement where it was before 
the changes, but the women’s shoes 
that were sold there too have been 
moved out. The men can now shop 
in privacy in a club-!ike atmosphere. 
The color scheme in this basement 
department is green and charcoal. 

The first floor women’s shop is 
completely new. The color scheme 
is pink, green and gold. New indi- 
rect lighting was added and the ceil- 
ing was lowered 20 feet. One side of 
the store was converted to hidden 
stock space and the open shelves 
were only left on one wall. 


Add a Bag Bar 


A bag bar was installed near the 
entrance of the store where it serves 
as a silent salesman. The women 
can’t miss it on their way out of the 
store. 

Another eye-catching display is 
the display of about two dozen pairs 
of men’s shoes on three shelves at 
the top of the stairs to the men’s 
department. 

“You’d be surprised at how many 
women stop and look at the samples 
of men’s shoes on display,” said Mr. 
Vaughn. 

Promotional styles are shown in 
window boxes that have been built 
into one inside wall. These are 
glass enclosed and are always kept 
lighted. 

Is your store looking old compared 
to your competitor’s store? Maybe 

(CONTINUED ON PAGE 177) 
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10,000,000 Women -in-White 
have been waiting for this Nurses’ shoe 


‘Treadeasy 
“THCHNICIANS” 


with genuine 


—s 
ass 





a 
\ 

—<—<> Your low cost $7.25 

>. 5 other in-stock styles from $5.60 to $7.25 


Extensive surveys conducted before we designed this new line prove that 97 per cent of the 
women-in-white interviewed BUY IN THIS PRICE RANGE (or higher); that the BUILT-IN FEATURES 
OF THIS LINE are overwhelmingly the features most wanted! Fashioned on the finest fitting 
prestige lasts made, Treadeasy ‘‘TECHNICIANS”’ offer: 


THESE EXTRA COMFORT FEATURES THAT MEAN EXTRA SALES FOR YOU 


V Genuine, spring-action RIPPLE® Sole that V_ CUSHION BOTTOM FILLER — sponge rub- 
reduces foot fatigue ber for extra lightness and flexibility 

V_ VENTI-MESH® — a mesh insert that cools ; 
feet by circulating fresh air. Protects ¥ MOULDED LEATHER ARCH — for addi- 
leather by forcing out moist warm air. tional support 
(Voted_most_populor feature) V SUPER SHANKS — extra heavy, extra 
LONG INSIDE COUNTER — for greater ieaisdlet aneliedanenms " 
comfort. Prevents ‘running over’’ at back. 
(Nurses are well aware of this} V ANCHOR EYELET — for snug fit 








ALL ADDING UP TO THE BIGGEST WHITE NEWS IN SHOE HISTORY! 
Get in on the ground floor — write for your new catalog ... TODAY! 


RIPPLE® Soles are made in U.S.A. by BEEBE RUBBER COMPANY, Nashua, N. H. 


PrP. W. MINOR &@& SON, INC. 


*TM Ripple Sole Corp. BATAVIA, N. Y. New York City Sales Office: 946 Marbridge Bldg. 
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What wonderful leather we're having 


Reigning supreme in fall footwear—Pigmillion Pig- the nation’s top shoe stylists. For names of manufac- 
skin—just about the nicest thing that ever happened turers who offer Pigmillion Pigskin styles, write to: 
to a pair of shoes. The plush texture is as soft as 

velvet... a perfect partner for the bold and brilliant . 3 = 
colorings. And now, this lush leather is treated with P | G M I L L | 0 N P | G S K | N 
SCOTCHGARD* Leather Protector to scoff at water 
spots, surface dirt and stains. Completely washable 
and cleanable, too. . . it retains its sparkling newness HAUS OF KRAUSE 
day in, day out! Small wonder it’s the first choice of ROCKFORD, MICHIGAN 


*SCOTCHGARD is a Reg. T.M. of 3M Co. + Styles by Sylvie Hamilton Gallagher, fashion consultant to Haus of Krause. 








“SCOTCHGARD” Brand Leather Protector makes 
all weather wonderful... rain, snow, sunshine... for 
Pigmillion Pigskin. This amazing fluorochemical is 
tanned right into such leathers as brushed pigskin, 
buckskin, cowhide splits. The shoes resist watery 
spills and perspiration. They wash clean with a brush 
and suds. Keep their shape and fit while wet—and 


after drying, too. What’s more, soil whisks away. And 


What wonderful weather were having 


colors stay lastingly fresh. For details, write 3M, 
Dept. KBA-40...and refresh your sales this fall with 


ESICOTCHGARD 


LEATHER PROTECTOR 
"SCOTCHGARD" IS A REG. T.M. OF 3M CO., ST. PAUL 6, MINN © 1960 3m Co 


Miinnssora Afinine ano Jffanuractunine company 
+. WHERE RESEARCH IS THE KEY TO TOMORROW 








You can’t buy it. It comes from experience. business is to maintain a very friendly and 


Wellco’s 7,892 retailers know from long expe- mutually profitable relationship with its re- = = 
rience that the people at Wellco are “straight tailers. And they have complete confidence Rea ~s 
shooters” ...not “sharp shooters.” that, in their dealings with Wellco, they’ll 

They know too that Wellco’s only aim in never get hurt. 


® 
you can be confident of growth with MOS & f i-_ <> 


Foamtread’ Slippers 


Digest 


i 


© 1960 WELLCO SHOE CORPORATION, WAYNESVILLE, N.C. in Canada, Foamtread Slippers are made exclusively by Kaufman Rubber Co., Kitchener, Ont. 
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Why Retailers Modernize 


(CONTINUED FROM PAGE 72) 


it is time for a change. 

When Harold Weiss, manager of 
the Boston Shoe Store, West Chester, 
Pa., was faced with modern com- 
petition on the main street of the 
town, he too decided it was time to 
modernize. 

The work, almost entirely a job of 
redecorating, was confined to the 
inside of the store. The front had 
been brought up-to-date just five 
years ago. Even inside the store, 
there was no need for new construc- 
tion and none of the existing walls 
had to be moved. 


Departmentalize! 

One of the major changes in the 
$10,000 modernization program was 
the departmentalization of the store. 
The men’s shoes were moved to a 
small wing in the L-shaped store 
and warm paneled walls were added 
to this section to give the depart- 
ment a “for men only” look. 

The women’s shoes are sold near 
the front of the store and this de- 
partment, as well as the children’s 


department, is decorated with pastel 
colors. 

By installing a translucent false 
plastic ceiling over the fluorescent 
lights, Mr. Weiss was able to get 
even, muted indirect lighting. When 
the new shelving was installed, a 
false wall was built from the top 
shelf to the ceiling to create the im- 
pression of built-in shelves. 


“Everything is new in here ex- 
cept the cash register,” Mr. Weiss 
says, “and that’s not a very old one.” 
The women’s department has soft 
leather seats in pastel shades; the 
children’s department has chairs 
that appeal to tots and older kids, 
and the men’s department has green 
leather seats. 


Foot-So-Port Line in 2 Colors 


A LINE of wedge-type sandals 
with conductive soles, introduced 
recently by Foot-So-Port Shoe Com- 
pany, Oconomowoc, Wis., is being 
made in both black and white. The 
RECORDER incorrectly reported May 
1 that the soles alone, rather than 
the shoes, were made in black and 
white. 


Space-Saving Fixture 


Portable, 16-inch display stand is prov- 
ing a useful addition to Glasser Shoe 
Store, Westfield, N. J., where space is 
at a premium. Harold Glasser (left! 
and Joseph Pressman hope the unit will 
remind mothers to include rubbers or 
boots when buying back-to-school shoes. 
The display units are offered by Tingley 
Rubber Corporation distributors free 
with 72-pair rubber footwear orders. 





especially 


for rain boots 


- 





*made only by 


SHOE FORM CoO. INC. 
New York City AUBURN, N. Y. 
IN CANADA: WILLCO INDUSTRIES, LTD., MONTREAL 


May 15, 1960 


St. Louis, Mo. 


Send us a single rainboot — let us show 
you how Fairy Forms will flatter your prod- 
uct. Available for every size and style. 
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To Retail $1.98 


Brown, Red, White 


“But I Trusted Him!” 
(CONTINUED FROM PAGE 68) 


make it simple to check your records against your 
actual physical stock. Also reinforce the perpetual in- 
ventory with spot checks at surprise intervals. This 
may seem like a lot of work, especially if your store is 
small; however, the experience of one owner whose 
perpetual inventory figures agreed with the number 
of items in his storage area and who still suffered a 
severe stock shortage is worth relating. He discovered, 
at the end of the year, that there was a considerable 
discrepancy between his book figure of stock and what 
was actually in the storeroom. It took a hired investi- 
gator to clear up the mystery. The shortages were 
caused by a “trusted” employee who raided the stock- 
room at night, removed choice merchandise and then 
visited the office to carefully change the book inventory 
numerals. 

(4) Supervise the delivery of incoming merchan- 
dise personally whenever it is possible. When it isn’t, 
divide the responsibility among three different persons 
so one is in charge of ordering goods, another is in 
charge of receiving shipments and the third actually 
pays the bills. Take over the jobs of each at random 
‘times as a form of surprise check. 





Create ‘Thief Tight’ Stockrooms 

(5) Make sure that the physical premises of the 
| stockroom are “thief tight” by installing locks. Use 
|the locks. Know who has which stockroom key at all 
| times and insist that the stockroom be kept orderly 
/and organized at all times. This makes it simpler to 
visually keep track of merchandise. 


la Crosse (6) Minimize the need for an employee to steal by 
|learning and understanding theft motives. These in- 
clude, according to the Surety Association of America, 
unusual family expenses, gambling, undesirable asso- 
|ciates, inadequate income, revenge and _ resentment. 


SNO-TEMP 
To Retail $3.98 
With Lacrolite inside 
Insulation 
For Women, Juniors, 
Children 
Brown, Red, White 


ESKIMO 

To Retail $4.98 
Inside warm-lined 
Insulation 
Women’s Black, 
Brown, Red, White 
Misses’ Brown, Red, 
White 
Children’s Brown, Red, 
White 


+ 
uy 


LA CROSSE 
RUBBER MILLS COMPANY 


La Crosse, Wisconsin 


% 


Quality Comes First 


| Correct them. It is far cheaper to help the employee 


| with an inadequate income to obtain additional part- 
| time employment and to assist the person with a 
| temporary unusually heavy financial burden to obtain 
a loan or a salary advance than it is to have stock 
stolen. 

It is also simpler to treat everyone with scrupulous 
fairness and to prove the boss is a friend than to 
stimulate resentment and revenge through favoritism 
and aloofness that results in business losses. 

However, when resentment and revenge is the atti- 
tude of a particular employee and the feelings have 
no traceable cause, it is better to fire the employee 
than to risk loss in the store. The same policy holds 
true in the case of employees who gamble excessively, 
who are known to hobnob with undesirable friends 
or who maintain a standard of living that seems to 
be far too extravagant for their known income. 


The “sandalium’” was an exclusively feminine shoe 
reserved for the lady of ancient Rome who was com- 
fortably middle-class. It was fashioned from either 
fine leather or fabric; it had embroidered decorations 
in metal or gold thread and was usually used for in- 
door wear only. 
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Leed’s Shoe Store, Tacoma, Washington *. Architect: Bernard Bloom, St. Louis, Missouri 
Contractor: Ketner Brothers, Tacoma, Washington + Glazed by W. P. Fuller & Company, Tacoma, Washington 


PPG products installed: P1ttco Metal, HERCULITE Doors, Mirrors,Polished and Heavy Plate Glass 
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A better way to build a business. . 
with a PPG Open-Vision Front 


A PPG Open-Vision Front is an open invitation to customers. People 
can’t resist this frank ‘“‘see-through” look that promises a friendly 
welcome on the inside. Modernize your business appearance now and 
watch it pay off in new patronage. PPG Open-Vision Fronts actually 
build business! Find out about the complete package of PPG store 
front products available: Pittsburgh Polished Plate Glass, PITTCo® SSCS eSSRSeeeenesenereerne 
store front metal, TUBELITE®, West and HERCULITE® doors, and PITTco- 3 2g wnat 4 
MATIC® automatic door openers. Send for our free booklet or contact Pittsburgh 22, Pennsylvania 
the PPG branch or distributor near you. Please send STORE FRONT booklet to: 
Name 
Address 


(iP) Pittsburgh Plate Glass Company bie dei eee 


Paints + Glass » Chemicals « Fiber Glass In Canada: Canadian Pittsburgh Industries Limited wT TTIHiirrereeeseeeseeeetettettettettsse 


May 15, 1960. 79 











it’s 


Tatsal fred 
Ectl-a-Pecda 


for a Full Spread 
in Mid-Heels 


PURRfect FIT 


Here's the new line built on patterns and lasts 
the Godman Shoe Co. developed especially for 
mid-heels.* Here is footwear which fits as well 
or better than other mid-heels costing far, far 
more. Kit-a-Peds provide the lasting fit and 
comfort which will keep your customers PURR- 


fectly contented . . 


. and coming back for more. 


*A four-year project 
under the direction of 
Vice President Don Weber. 


PURRfect Sales Appeal 


Kit-a-Peds appeal to the biggest segment of today’s 
market. Now—with the same stock—you can 
offer a good selection to women in their 20's up 
to their 80's. These shoes sell the year around... . 
with never a mark down. Kit-a-Peds offer America’s 
most complete mid-heel line, 182 styles and colors, 
six heel heights. They retail at popular prices, and 
they're backed by Godman’s famous in stock service. 








Great Lines o} Footwear 


odman shoe co. 


COLUMBUS, OHIO 


NEW YORK OFFICE: 
646 Marbridge Building - 34th and Broadway 











Letters... 
Self-Service and Its Effects 


Editor: 

Here is something to which we would 
like your staff to give some considerable 
thought and development. 

Why should we as good business peo- 
ple interested in people’s health and 
well-being allow shoes to be sold in 
serve-yourself outlets? What kind of 
business will the shoe business be in 
five to ten years from now? Every fill- 
ing station and drug store, supermarket 
and any type of outlet will be in posi- 
tion to sell shoes. 

If we allow people to select their own 
shoes and fit themselves, there will be 





The RECORDER welcomes letters from the in- 
dustry for publication here. Letters must be 
signed as evidence of the writer’s good faith. 
They should be addressed to the Editor, BOOT 
AND SHOE RECORDER, Chestnut and 56th 
Sts., Philadelphia 39, Pa, 





no need to educate our salespeople on 
how to fit shoes and how to help a cus- 
tomer select the type of shoes that will 
suit his feet. We can forget all about 
this as it will not be necessary for us 
to give this service and advice to our 
customers, 

Does the optician allow his patient to 
select his own glasses without a thor- 
ough test and examination? Then why 
should we allow a customer to select his 
own shoes? Even though he doesn’t 
need a corrective shoe, if we are well 
trained in our work we can prevent in 
some manner some of the foot trouble 
that develops from shoes that are not 
properly fitted. 

We advocate a plan whereby a li- 
censed shoe fitter must be in attendance 
at all times where shoes are sold to the 
public. Such a shoe fitter should have 
passed certain examinations and tests to 
certify that he is qualified. By doing 





Salesmen on the Road, 


the Recorper’s page for and about shoe 
travelers, will be resumed shortly. It 
will be compiled by Vivian Anderson, 
a long-time member of the RecorpER 
editorial staff and now Denver and 
Mountain States correspondent. Con- 
tributions to Salesmen on the Road— 
notes about traveling men both on the 
road and at home, and news of their 
organizations—should be addressed to: 


Mrs. ViviAN ANDERSON 
SALESMEN ON THE Roap Dept. 
995 LomsBarp! LANE 
LAKEWwoop 15, CororApo 
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this we believe that our business will be 
put on a higher standing and be better 
respected. 

What will happen to the shoe business 
when tne housewife will be able to shop 
for shoes as she shops for her groceries? 
Who will be there to tell her that the 
shoes she has selected are the best and 
they are the proper shoes for her? 

We feel that it is time now for the 
people in the shoe retail business to get 
something done through state and fed- 
eral legislation, to stop people from 
buying shoes that do not come up to 
standard and that don’t fit. 

If we stand by and do nothing, there 
will be no shoe stores with trained help 
educated to do a job and render a ser- 
vice to a customer. There will be rack 
stores on every corner offering inferior 
footwear to people who will select for 
themselves. 

W. G. MANNING 
MANNING'S, INC. 
GASTONIA, N. C. 


Rubber Import Data Challenged 
Editor: 


We have before us your issue of April 
1, 1960, where we find an article en- 
titled “Massachusetts Lawmaker Warns 
of Imports: Rubber Shoe Output En- 
dangered.” 

You refer in your article to Mr. W. E. 
Brimer, president of Tyer Rubber Com- 
pany in Andover, Mass. 

While we assume that you eventually 
may be able to produce a letter from 
Mr. Brimer which contains the text 
which you quote in your article, just the 
same, the facts are very much distorted 
and we rely on you that you will give 
us the same space that you have given 
to a representative of American footwear 
manufacturers, so that we may bring 
the truth to your readers who, so far, 
must be under the impression that what 
you have published are actual facts and 
not distortions of facts. 

We are collecting the necessary evi- 
dence to refute each of Mr. Brimer’s 
statements. We are corresponding in this 
matter with several government agencies 
so as to compile the necessary data, and 
we reserve the right to contact you again 
with more details in the near future. 


Meanwhile, we would appreciate your 
publishing our general denial of the 
truthfulness of the statements made in 
that article published in your paper and 
also our intention to give you, for pub- 
lication, detailed figures in the near 
future. 

A. ZERKOWITZ, PRES. 
ASSN. OF AMERICAN SHOE 
IMPORTERS, INC. 
NEW YORK, N. Y. 


© The Recorper article to which Mr. 
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Zerkowitz refers reported that Rep. 
Thomas J. Lane of Massachusetts had 
made public a letter and accompanying 
import data received from W. E. Brimer, 
president of Tyer Rubber Company. 
Both Mr. Brimer’s letter and three tables 
he supplied, showing rubber shoe import 
totals and their relation to domestic out- 
put, had been inserted by Rep. Lane in 
the Congressional Record of March 9, 
prior to their publication here. 

Mr. Zerkowitz’s rebuttal, if docu- 
mented, will be published by the 
Recorper.—Editor. 


Children’s Market Swells 


WASHINGTON, D. C.—The chil- 
dren’s market is still growing and 
shows no signs of leveling off, ac- 
cording to new Census Bureau re- 
ports. Average size of U. S. families 
is 3.66 persons, up from 3.54 persons 
10 years ago. The largest families 
are in the South, the smallest in the 
West. Average number of persons 
under age 18 living at home is 2.25 
per family in cases where the head 
of the house is between 35 and 44, 





for quality shoes at a 
sensible price! 





Shaw’s unique combination 
of high quality and moder- 
ate price gives you men’s 
shoes you are proud to sell! 
Our famous Trade Builder 
way of supplying you with 
OVERNIGHT service 
from over 60 Shaw distrib- 
utors all over the country, 
insures you shoes when you 
want them! You can com- 
bine low inventories with 
high profits, using the Shaw 
Trade Builder plan. 


Qa 


Write Today 


for the name of your nearest Shaw 

Trade Builder distributor, and our 

new Spring-Summer folder and 
catalog, showing our 
complete line of men’s 
casual, dress, work and 
comfort shoes. 
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WHITEY 


Here’s a REALLY HOT style for young men, 
in WASHABLE WHITE BABY BEAVER. Smart 
moccasin-style slip-on casual, black foam sole 
and heel, Nylon stitched, steel arch, on our 
No. 14 Combination last, IN-STOCK to retail 
profitably at $10.95-$11.95. 


NATIONALLY ADVERTISED 
IN 


POPULAR Outdoor Life 
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of; Quality Shoemaking” 
M. T. SHAW, Inc., Coldwater, Michigan 





Visit us at the Factory. Management 
Conference Booth No. 335. 


Coys Mm ial— 
GO 
with 


Ke) [ere 


East, North, South or West...wherever you 
find knowledgeable manufacturers, smart buyers 
and busy, fashionable women . . . you'll find sales 
“on the go” with INSOLE-ATED footwear. 

Over 2 billion pairs of shoes tell the success 
story of ONCO, SOLKAF* and new WUL-TEXt 
insoles. Manufacturers like their remarkable 
toughness and adaptability to complement the 
outersole flexibility of any cement soled shoe. 
Shoe buyers like them, because their customers 
want buoyant comfort and shape-holding quality. 

Use ONCO with exclusive Solka®, SOLKAF* 
and new WUL-TEX?... and watch your sales 
GO up. 


*Composition of cellulose fibres with reprocessed leather 
fibres. 
+Blend of non-woven wool and Solka fibres. 


Another Quality Product of 


BROWN [ig COMPANY 


General Sales Offices: 150 Causeway St., Boston 14, Mass, 
Mills: Berlin and Gorham, N. H. 
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Boston Area Retailers Casual Shoes Sel] in St. Louis 


Expect White Demand 


BOSTON—Shoe retailers expect 
the white season to improve sales 
totals but they differ in their opin- 
ions of how great increases will be. 

Some merchants think that be- 
cause of the popularity of -whites 
during the cruise season there will 
be a rebirth of demand around Me- 
morial Day. 

Other retailers feel the competi- 
tion of many light colors will cut 
the demand for white. Included in 
the light colors is bone, a leading 
contender. Others are yellow, pas- 
tel blue and light gray. 

The Edwin Case Shoe Company 
reported most of their steady de- 
mand was for wedge-heel casuals 
in bone. Darker tan, called wheat, 
followed and spectator types were 
moving, although slowly. 

The Solby Bayes Company re- 
ported black the leading dress shoe 
color. Bone was second choice of 
the women, and blue and-> the 
lighter tans were about equal. 

The high-style C. Crawford Hol- 
lidge store expects a “good busi- 
ness in whites.” 


West Coast Merchants 


Show ‘Different’ Shoes 


SAN FRANCISCO — Although 
bone is the popular spring color 
here, merchants are vying to show 
“something different.” 

One retailer is showing the pussy 
willow, a blend of gray and beige. 
There is also a collection of “nail- 
polish” in glace enamel colors. Add 
to the list a two-tone shoe in black 
patent, gray, red, brown or green 
calf studded with brilliant inlays 
and pumps in red, tan, gray, green 
or white glace patent studded with 
golden nailheads and the picture 
is complete. 

A shoe for young sophisticates in 
black patent, white calf or cobbler 
tan kafalope features a tri-colored 
toe. 

For the men there are black ivory, 
burnt ivory, flag red, bone white, 
blazer blue, cobbler brown, smoke 
gray, ivy green and Florida sand. 


May 15, 1960 


ST. LOUIS —The selling story 
here reflects a shift from indoor to 
outdoor living. Casuals and sport 
types came .to the fore in all cate- 
gories, report shoe retailers. 

Dressy pumps are moving stead- 
ily with black patent, bone and 
navy capturing the majority of the 
sales. Now whites and whites in 
combination are moving up. 


Prefer Spectators—Spectator 
treatments are preferred. The 
newsy, dressy, squared-tip, covered- 
heel patterns are outselling tradi- 
tional wing-tip. variations with tai- 
lored stacked heels. 

Stacked heels are being. bought 
enthusiastically by women over 25. 
Teen girls are choosing covered 
spikes in preference to stacked 
heels on spectators. All ages like 
gold trim on white pumps. 


Mulebacks Sell—Straw mulebacks 
on high cork-covered wedges are 
jieading sellers in mid-price dressy 
casuals. In the field of active cas- 
uals these patterns lead: straw 
skimmers of white, black and nat- 
ural with oversized straw or wood 
trims; punched pigskin high- 
tongued walkers in white and nat- 
ural with 8/8 stacked heels and 
gold buckle trim; soft flexible 
smooth leather flats with elasti- 
cized topline; pointed-toe skimmers 
with pancake heels in white, red, 
pink, blue and _ black,  self-bow 





Minneapolis Sales Vary; 
Patent, Bone Are Leaders 


MINNEAPOLIS — Sales for the 
last half of April varied from store 
to store. 

In high fashion shoes, black pat- 
ent and bone sold best for spring. 
Some pastels moved but the buyer 
at one specialty shop pointed out 
that the color picture was negli- 
gible. 

The 23/8 heel got the most de- 
mand but a few 18/8 heels also 
sold. Opinion varied on open and 
closed types for spring and sum- 
mer. White was especially popular 
in open styles. 

Spectators also started to move. 


trimmed; and rubber-soled canvas 
playshoes of all kinds. 


Boys Pick Saddles — Boys are 
picking black and white saddle ox- 
fords with black crepe soles; white 
or beige dirty buck oxfords with 
red rubber soles; black moc - toe 
slipons with basic patterning and 
red, blue and brown canvas-upper 
oxfords on inch-thick foam crepe 
soles. 

Little girls are buying white ten- 
nis oxfords; red, blue or green 
canvas ties or pumps; all - white 
swivel-strap pumps where the 
Easter purchase was black patent; 
sturdy one-strap red pumps where 
the child tends to overweight and 
some imported rubber thongs. 


Buy Loafers—Teen boys are buy- 
ing some basic brown penny loaf- 
ers and teen girls are buying pastel 
pumps to match formals, white 
spike-heeled pairs for graduation 
and white tennis shoes for school. 


New York City Stores 
Boost Occasion Shoes 


NEW YORK — Most New York 
retailers have caught up with the 
1959 sales figures for the first four 
months of the year and are now 
moving ahead to substantial in- 
creases in the coming months. 

Special promotions have put the 
emphasis on shoes for special oc- 
casions. Special attention has been 
given to shoes for travel, shoes for 
walking, for dancing and 
shoes for sport. 

In both the high quality and pop- 
ular price brackets, the women are 
showing definite preference for the 
slim, elegant, classic silhouette. 

Activity is continuing in bone, 
black patent leather, navy and 
gray. Customers have been buying 
whites earlier than usual for New 
York City. 

Lightweight summer suedes, un- 
lined types, straws, silks and linens 
have been selling well. Detailing 
includes stacked heels, contrasting 
color trims and soft dressmaker 
touches. 


shoes 
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Whites Pick Up, Straws Gain In Denver 


DENVER—Good business for a 
six-week period more than wiped 
out February losses and stores are 
showing gains of from two to 20 
per cent over 1959. 

The colors have bowed out and 
white has bowed in. White is ex- 
pected to continue the top choice 
through June by most retailers. 
Pumps in white and open types with 
vinyl in white have gotten the most 
attention. 

Straws and raffias began to gain 
in volume selling. Particularly pop- 
ular are the elasticized straws in 
bone and in white on 18/8 heels in 
a pump style. 


Little heels, on the order of the 
Princess heels, on narrower bases 
sold well. 

Single needles are still the pre- 
ferred toes but the double needles 
are coming up fast, according to 
several retailers. Only the high 
fashion shops report any interest 
in triple needle toes. 

Many stores reported volume 
sales in U. S. Kedettes and other 
flats and casuals with little shaped 
heels in washable poplin, sailcloth, 
soft suede and smooth leather in 
colors ranging white, bone, saddle 
tan, blonde, orange, turquoise, 
driftwood black and gray. 





Milwaukee Women Show Early Interest in White Shoes 


MILWAUKEE — April sales re- 
couped some of the first quarter 
sales dips for most Milwaukee shoe 
stores. 

Patents, bone and navy still lead 
in sales at the women’s shoe out- 
lets. Interest appeared in whites 
early in March and retailers say 
they are now moving stronger than 
usual for this time of the year. 

Downtown salons called fashion, 
quality and multiple pairs their 
“salvation.” “The staples and bas- 
ics take care of themselves,” said 
one prominent buyer. 


There has been heavy demand 
here for open shoes on 18/8 heels. 

Casuals, particularly loafers and 
flats featuring patches of color, are 
getting an increasing share of sales 
volume. 

Dark browns for dress and casual 
are making a big hit with most of 
the men and dark olive shades are 
also. gaining strong acceptanee. 

The little girls favor patents and 
solid nylon numbers and there is 
some interest in white. The boys 
want blacks and dirty and gray 
bucks. 


*58 Shoe Store Sales 
Up 12 Pet. from 1954 


WASHINGTON, D. C. — Total 
shoe store sales in the U. S. in- 
creased to $2,129,699,000 in 1958 
compared with $1,895,252,000 in 
1954—a 12 per cent gain. This was 
revealed in a preliminary report of 
retail trade as shown in the 1958 
Census of Business. 

There were 24,437 stores oper- 
ating at the end of 1958 compared 
with 23,847 stores in the earlier 
year. 

Figures were not available for 
total store sales by categories of 
footwear. However, sales of the 
20,143 establishments with payrolls 
were broken down as follows (the 
1958 figure is shown first, followed 
by the 1954 total): 

Men’s shoe stores—$180,044,000 
and $184,822,000. 

Women’s shoe stores—$564,289,- 
000 and $448,537,000. 

Children’s and juveniles’ shoe 
stores—$43,349,000 and $40,896,- 
000. 

Family shoe stores—$1,254,401,- 
000 and $1,143,309,000. 

The Census Bureau pointed out 
that figures for a leased shoe de- 
partment inside a department store, 
which were tabulated in the “shoe 
store” kind of business in 1954, are 
included with “department store” 
figures in the 1958 count. 





Chain Sales Increased in 1959 — but Profits Rose Faster: NESLA 


BOSTON—An analysis of shoe 
chains’ 1959 sales and profits by the 
New England Shoe and Leather As- 
sceiation revealed an 11 per cent 
increase in sales and a 19.3 per cent 
jump in net profits after taxes, com- 


pared with 1958. 

NESLA studied the financial re- 
ports of the first 10 shoe chains to 
publish their sales and profits fig- 
ures. 

The average rate of return of net 


income to net sales for these compa- 
nies equaled 3.2 per cent compared 
with 3 per cent in 1958. 

The average ratio of net profits 
to net worth for the 10 companies 
was 13.1 per cent. 


NESLA Analysis of 10 Shoe Chains’ Sales, Profits and Net Worth 


No. 


Per Cent Change 


1959 1959-1958 


Ratio 
Profits 


Ratio of 


1959 Profits to 





of 
Stores 
1,110 
357 
711 
231 
165 
115 
82 
114 
75 


Company 
Melville Shoe (a) 
Edison Bros. 
Shoe Corp. (a) 
A. 5S. Beck (a) 
Butler’s, Inc. (2) 
Hanover Shoe (a) 
Spencer (a) (1) 
Cannon. Shoe Co. 
Nusrala Shoe Co. 
Dan Cohen Shoe Co. 


Net Sales 
$151,709, 758 
124,087 , 292 
118 , 232 , 256 
63 ,720, 681 
25 ,681 ,879 
12,820 ,842 
11,588 ,037 
9,162,620 
7,534,950 
5,649,746 


Net Profits# Sales 
$ 6,287,138 
4,786 ,429 
2,780,571 
705 ,527 
960 ,974 
931 ,549 
175,484 
227 ,065 
131,645 
34,210 


Profits 
+10.7% 
+31.9 
+22.5 
+24.8 
+19.3 
— 7.2 
+272.3 
+25 .6 
+85 .6 
+163 .0 


to Sales 
in 1959 
4.1% 
29 


Net Worth 
in 1959 
17.1% 


Net Worth 
$ 36,828,770 
31 ,622 ,842 15. 
25 ,900 , 669 10. 
11,583 ,001 6. 
5,797 ,530 16. 
11,192,234 8. 
2,289 , 561 re 
2,522 ,230 9 
1,602 ,805 8 
1 ,043 , 247 3. 
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Total—10 Companies 3,028 





(a) Denotes companies operating own shoe factories. 


£530 188 ,061 


$17 ,020 , 592 +11.0% 


(1) Year ending May. 


+19.3% 
(2) Year ending June 30. 


i) 
a! 
ot 


$130 , 382 , 889 13.1% 3. 
# After tares. 
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Morse Remains Head 
Of Chain Stere Group 


NEW YORK — Alfred L. Morse 
was re-elected president of the Na- 
tional Association of Shoe Chain 
Stores at .the annua] meeting just 
before the Popular Price Shoe Show. 
The association represents compa- 
nies which operate 8000 stores and 
departments throughout the U. S. 

Mr. Morse is president of Morse 
Shoe Stores, Boston. 

Simon Edison of Edison Brothers 
- Stores, Inc., St. Louis, and Morton 
R. Izen of Sears, Roebuck and Co., 
Chicago, were re-elected vice-presi- 
dents. Milton Simon of I. Simon 
Company, Inc., New York, remains 
as treasurer, and Edward Atkins as 
executive vice-president. Benjamin 
Seligman of Seligman & Seligman 
was reappointed general counsel. 

Four directors were re-elected for 
three-year terms: I. M. Kay, The 
Berland Shoe Company, St. Louis; 
C. O. Andersen, G. R. Kinney Cor- 
poration, New York; Lester R. Fal- 
lon, Melville Shoe Corporation, New 
York, and Jack M. Schiff, Shoe Cor- 
poration of America, Columbus, O. 


Philadelphia Wholesalers 


Plan Fall Mart June 12-14 


PHILADELPHIA — This city’s 
wholesalers will display their fall 


lines in their showrooms in the 
Fourth Street area during the Phil- 
adelphia Wholesale Shoe Mart, June 
12-14. 

The Philadelphia Shoe Associates, 
sponsoring organization, has ap- 
proved a promotion budget that is 
said to be “considerably larger” than 
for any other June show the group 
has held. Member firms will circu- 
late some 35,000 mailing pieces to 
retailers in a 10-state area, accord- 
ing to Joseph Grunfeld, secretary of 
the association. 

Show features will include re- 
freshments, prizes and free parking 
on the opening day, a Sunday. Head 
of the show committee is Israel 
Stern, Stern Shoe Company. Josh 
Kimmelman, Vanity Shoes, is co- 
chairman. 
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Guild Houses Eye Early Fall 


An air of optimism marked the 
opening of fall collections by 
Guild manufacturers. They were 
accepting orders for June and 
early July deliveries. 


By ELEANOR M. RUTTY 


NEW YORK —The opening of 
fall collections by members of The 
Designer Shoe Guild (formerly the 
Guild of Better Shoe Manufactur- 
ers) brought buyers to town well 
in advance of official “Guild Week.” 
An air of activity and optimism has 
pervaded showrooms throughout 
the market weeks. 

According to.one Guild member, 
what is considered to have been a 
very short spring season: brings 
growing interest in an early fall 
start. Orders are being placed for 
deliveries in June and early July. 


The Points Sharpen—Style news 
continues to focus on lasts and heel 
heights. The trend to still sharper 
points is evident in these lines. 
Squares—especially the tiny, 
snipped-off kind—continue. There 
is a very slight feeling in some 
factories for a rounder tip. 

The very high, slim heels prom- 
ise to be important still, but me- 
dium heels—shaped, graceful but 
with a slightly more solid base— 
are liked. There are many stacked 
leather heels on the 18/8 height 
and many of these shoes, even in 
the Guild’s high-style, high-price 
lines, are unlined. One Guild mem- 
ber reported exceptionally good 
business in his collection of unlined, 
leather-heel shoes on a 14/8 height. 


Smooth Leathers—A variety of 
upper materials appear in Guild 
lines but the largest number of 
shoes is in smooth leathers. Finely 
grained leathers—often with a 
shiny surface—are very much liked 
in town tailored styles. Silky 
suedes did well in “little heels.” 
Fine suedes proved to be as strong 
as ever in dressy pumps. Most 
often in black, the favorite treat- 
ment is a black faille or peau de 
soie overlay, inlay,. draping or 
sometimes a bow. 


Brown — or many browns — find 
their place in smooth leathers, the 
darker tones for the dressier styles. 
Black as a trim is good in brown 
shoes, but preferred in combina- 
tion with the medium browns where 
the contrast is more effective. 

The many off-beat browns—the 
smoky tones and the greened 
shades—are important in smooth 
and, less often, in silky suedes. 


Reptiles Gain Ground—Reptiles— 
both alligators and Calcutta lizards 
—are being used more often and in 
a much more varied color range. A 
metallic pearlized Calcutta lizard is 
a highlight in one of the high-style 
quality collections. Lustre, accord- 
ing to the same manufacturer, has 
become: a “basic” and is being used 
as trim and in all-over shoes. The 
importance of unlined footwear is 
being felt even in these quality 
houses. 


Colors for Promotion—The lead- 
ing fall promotional color family 
ranges from lilac to grape-y to deep 
tones. One manufacturer has gone 
in for lilac tones in suede with 
matching lustre. The grape-y tone 
is being made in silky suede by an- 
other manufacturer. Deep purple 
has gone into smooth calf and 
lustre. 

There is a feeling that red—deep, 
rich red—will be better than ex- 
pected. A rich, browny red also looks 
good to Guild members. 


Toplines and Trim — Rolled or 
dropped toplines are gaining in im- 
portance for the fine, delicate, un- 
trimmed pump. One Guild member 
has introduced this treatment in 
alligator and Calcutta lizard as 
well as in calfskin. 

Trimming treatments on _ the 
more tailored types show greatly 
increased interest in “handcraft- 
ing,” in leather braiding and lac- 
ings. Metal touches are also good 
in tailored styles. In dressier types, 
there are soft touches of draped 
fabric vamp trimmings. 

The importance of all-over silk 
fabric for late afternoon and din- 
ner wear should be noted. 
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Allied Stores’ Head Tells Breakfast: 


Fashion Exploitation Is Key to 60s 


NEW YORK—Fashion exploita- 
tion will be the most potent force 
in the marketing picture of the 
1960s, according to Theodore 
Schlesinger, president of Allied 
Stores Corporation. 

Mr. Schlesinger said fashion has 
become increas- 
ingly important 
because discre- 
tionary income 
should increase 
by 100 per cent 
during the decade. 

He made the 
statements at the 
industry break- 
fast of the Popu- 
lar Price Shoe 
Show of America. 


Available In- 
come Grows—Dis- 
cretionary income 
grew from $78 bil- 
lion to $118 bil- 
lion during the 
fifties, Mr. Schles- 
inger said. And he 
predicted these 
figures would 
double by 1970. 

The speaker, president of one of 
the nation’s largest department 
store groups, said the exploitation 
of fashion will be the new way of 
selling to all age groups as well as 
to both sexes. He said we are en- 
tering an era of “cradle-to-grave” 
fashion consciousness. 


breakfast. 


Fashion Is for All Ages — Mr. 
Schlesinger remarked, “There will 
be few ‘senior citizens’ when it 
comes to fashion. For the older 
people, fashionable behavior is a 
means of remaining in contact with 
youth and thereby of maintaining 
youth itself.” 

Mr. Schlesinger added that “be- 
cause fashion’s greatest appeal is 
that of change, it is natural that a 
society as changing as ours should 
embrace it.” 

Mr. Schlesinger suggested to his 
audience that profitability of an in- 


86 


Co-chairmen of the PPSSA meet with speaker of industry 
From left: Francis H. Gleason, president of 
the New England Shoe and Leather Association; Theodore 
Schlesinger, president of Allied Stores Corporation, the 
speaker, and Alfred L. Morse, president of the National 
Association of Shoe Chain Stores. 


dustry’s retail business can set the 
standards of profits throughout 
that industry. 

“In many cases, the lack of inter- 
est in the retailer’s expense prob- 
lem and his need for margin has 
resulted in poorer selling, over- 


- 


whelming lower price pressures 
and eventual disappearance of 
profit all along the line,” he 
warned. 


Urges Recruitment Program— 
Mr. Schlesinger also emphasized 
each industry’s need to develop a 
program of executive recruitment 
and executive development. He 
urged manufacturers and retailers 
to give high priority to this as a 
“major marketing obligation of the 
sixties.” 

He said, “The key to the sixties 
is in terms of the individual: in- 
dividual productivity, individual 
originality in terms of style and 
fashion, individual decision in the 
degree of emphasis on price, indi- 
vidual shaping of the profit image, 
individual selection and develop- 
ment of those people who will help 
share our responsibilities as the 
decade progresses.” 


Quality Look Hailed 
As Important for Fall 


NEW YORK—The look of quality 
was presented as the leading theme 
of fall and winter merchandising by 
Doris Weston and Helen Joseph at 
the Popular Price Shoe Show break- 
fast. The PPSSA fashion and shoe 
fashion directors based their predic- 
tion on research plus the results of 
spring selling and early fall sam- 
pling of both footwear and apparel. 

In women’s fall apparel fabrics, 
Miss Weston said, brown leads, fol- 
lowed by green and then blue. Reds 
are deep and rich; browned reds are 
the most promotional for women. 
Gold has a place in sportswear. Sub- 
tle contrast of shoe and apparel col- 
ors will give the quality look. 


Browns Most Influential — In 
shoes, browns will be the leading 
color influence, taking away some- 
what from black, according to 
Helen Joseph. These range from 
grayed and greened neutrals to 
very dark brown. The neutrals will 
be the successors to bone. Real 
volume will be in golden and me- 
dium tones. 

Reddened browns and rusts will 
be important for sports and tai- 
lored wear, where greens will also 
find their best reception, especially 
in grayed and browned versions. 
Interest in red is regional, with 
a shade deeper than cherry the 
most popular. 

Soft, smooth lightweight leathers 
will be the most important, with 
the unlined weights gaining tre- 
mendous momentum for all wo- 
men’s shoe types. Lightly grained 
leathers are due to increase; lus- 
ters and combinations will be big. 
Colored suedes will be promoted 
early, but less than last year; black 
suede will.be much less important, 
losing some business to fabrics. 


Interest in Triple Needle—Man- 
ufacturers are very optimistic 
about the triple needle toe. The 
double needle, the leader now, con- 
tinues to gain. The single needle 
remains basic. Heels are high and 
slim; the tailored stacked, shapely 
and _ slim. 

In a five-panel wall display, three 
important women’s categories of 
apparel and shoes were shown: (1) 
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a walking suit with stacked heel 
shoes; the quality look in waxy 
leathers and spectator detailing; 
(2) dressmaker treatments in all- 
over pleated dress and shoes with 
openwork, lacing and built-in vamp 
trimmings; (3) the quality look of 
balanced design in varied silhou- 
ettes and shoes. 


Men’s Trend Cited — In men’s 
shoes a question-and-answer period 
served to point up the important 
trend in men’s shoes to the light- 
weight, single-sole, narrow-toe, trim 
styles. Manny A. Gruber, Regal 
Shoe Co., emphasized the meaning 
of this trend to retailers of popular 
price shoes. This, he said, is the 
price range where the trend has 
begun and where it has particular 
importance. 

High-risers will get more atten- 
tion this fall as more and more men 
make the switch to the more shoe 
look. The high-riser is high in the 
front. It is lower than the boot but 
higher than the oxford. 

Slipons will continue to get pop- 
ular acceptance and boots will get 
more acceptance than during the 
spring and summer season. 


Q-and-A on Children’s Shoes— 
To help resolve some problems that 
children’s shoe retailers might be 
facing, questions had been submit- 
ted to the PPSSA Children’s Style 
Committee, headed by Hy Levy of 
H. O. Toor Shoe Corporation. A 
quick rundown: 

Q: How should a retailer plan 
his suede buys in little girls’ shoes, 
in view of the promotion and ac- 
ceptance of nylon velvet? A: It 
would appear that the retailer 
should curtail suede buys. 

Q: What pattern will replace the 
bubble saddle? The _ three-eyelet 
bal? A: The patch saddle will 
probably replace the bubble saddle 
to a good extent. The three-eyelet 
bal continues strong. 

Q: What is the significance of 
the more pointed toe in _ boys’ 
shoes? A: The sleek, slim, conti- 
nental look is gaining in impor- 
tance. It appears in dress shoes, 
“missile” toe oxfords, gored slip- 
ons... with or without hardware. 

Q: What about construction? A: 
There is a good deal of interest in 
close-edge cement construction, 
even in the more pointed-toe lasts 
in boys’ shoes. 
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Fox’s of Waterloo, lowa, 


Marks 75th Anniversary 


WATERLOO, IOWA—This city’s 
oldest family shoe store is marking 
its 75th anniversary this year. 
Through the years the Fox Shoe 
Store has been operated by. three 
generations of the same family. 

Jack H. Fox, president, and his 
father Harold W., now secretary- 
treasurer, credit their firm’s growth 
and longevity largely to personalized 
service. .The store emphasizes fit- 


ting, keeps a file on each purchaser, 
and uses postcards extensively as 
sales builders. 

Fred G. Fox, father of Harold, 
founded the store in 1885. Today his 
descendants like to point out that 
the company has grown right along 
with Waterloo. The present site is 
the fifth in the firm’s history. Dam- 
aged by fire in 1951, the store was 
remodeled into one of Iowa’s most 
modern shoe stores. 

C. L. Gesell, a 30-year veteran, is 
vice-president of Fox’s. 





‘The ADAMS BROTHERS “KAMPTRAMP” Shoe 


for active, growing Youths and Boys “wins 
in a walk”! The rugged, masculine styling 
and superb workmanship is typical o 


guished all 
ADAMS Shoes 
for 58 years. 


THE 


Style 6360 


Inch Boot. 


Ribbed Cushion 
Crepe Sole. Youths 
& Boys Sizes. 


A 





the’ built-in EXTRA VALUE 
| Which has distin- 


Style 6361 

BUTTERNUT— 

Moccasin Toe—Full 

Grain Glove Tanned 

Oxford. Glove 

leather Quarter Lining— 

Natural Ribbed Cushion 

Crepe Sole. Youths & 
Boys Sizes. 


KAMPTRAMP 


SHOE 


BUTTERNUT—Moccasin Toe— 
Full Grain Glove Tanned Six- 
love Leather 
Quarter Lining — Natural 


anes 


‘JACK and JILL” —the First Name in Children’s Shoes! 


ADAMS BROTHERS. INC. 


PITTSFIELD, 


NEW HAMPSHIRE 


The original manufacturers of this popular Boot and Shoe 
for Youths and Boys—another “ADAMS First"! 
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Earlier Denver Show Popular 


The Mountain States Fall Market 
was rated a buying show. Many 
new accounts were opened. Busi- 
est exhibitors were those with 


women’s and children’s lines. 


By VIVIAN ANDERSON 


DENVER—The Fall and Winter 
Market sponsored here by the 
Mountain States Shoe Travelers 
Association was a busy, buying 
show. The several hundred retail- 


women’s: dress shoes the selling 
story was in closed pumps, with 
black leading but with the brown 
family (town brown, pinedust, etc.) 
a strong second. Olive shades were 
in third place as good promotional 
colors. 

While smooth calf was selling 
No. 1, regular suede and deldi- 
suede in dressy shoes were also 
bought in volume. It was the con- 
sensus that regular suede is not 
slipping as much as is often pre- 


Traffic was extra-heavy in women's fashion shoe salesrooms at Mountain States 

Fall and Winter Market. Left to right: Francis L. McLaughlin, Kernan Shoe Com- 

pany, Grand Island, Neb.; Joe West, Tweedies representative; Mrs. Howard 
Sippel, Ft. Collins, Colo., and Steve A. Kernan, Kernan Shoe Company. 


who attended from Colorado 
neighboring states were op- 
over shoe business pros- 
Nearly every line reported 
new accounts opened. Salesmen 
and retailers alike welcomed the 
earlier market—held April 24-26, 
it was the earliest fall show ever 
presented here. 

Most activity was in women’s and 
children’s lines. Fall’s new colors, 
lightweight and flexibility high- 
lighted the show in all categories. 
Most orders placed were in the 
middle-of-the-road price range. 

Along with shoes, there was a 
smattering of boot and handbag 
display rooms. 


ers 
and 
timistic 
pects. 


Closed Pumps Dominate—In 


dicted. Lustres sold in quantity 
for dressy after-five types. 

Pointed toes remain the volume 
seller with predominant interest in 
the double point, though some lines 
reported activity in triple points. 


A Trend to 18/8—Heels in dressy 
shoes were selling mainly in 23/8 
and 24/8 heights but there was a 
definite trend to the 18/8 heights. 
Stacked heels in tailored shoes were 
ordered in volume and much inter- 
est was centered on Scotchgard pig. 
In fabrics some lines reported more 
than a nibbling at all-over tapestry 
pumps with matching bags with 
lustre trim. Interest was manifest 
in the red family with the cherry 
tone strong. 


Retailers were buying according 
to sectional demands—in Kansas 
there was added demand for open 
toes; in New Mexico, a closed trend 
is shown; in Arizona, smooth un- 
lined types of shoes were ordered. 

While bows remained the pre- 
dominant trim, there was interest 
in lustre trim, in pleatings, perfs 
and nailheads, offside trims, col- 
lars, stitching and square toes with 
matching trims. 


Children’s Footwear—Nylon vel- 
vets and Scotchgard-treated leath- 
ers were the big story in children’s 
shoes, with volume orders in dressy 
cement types with bow pumps and 
swivel straps. While the taper toe 
is still big volume, good interest 
was noted in the oval toe. Queen 
Anne heels were being bought, but 
there was activity in the teenage 
shoes with the broader base heels 
such as the Pancake and Princess 
styles. 

Big interest was shown in brown 
velvet and in the copper-bronze 
patents. Jewel red velvets were 
also bought for dressy and holiday 
items. For school the saddle oxford 
was selling No. 1 but in the tone- 
on-tone styles, there were black 
velvet combined with black smooth 
leather, red on red, gray on gray 
and small patches of color on an 
otherwise plain shoe. 


Slipons for Men—Slipons are the 
story in men’s shoes—gored and 
un-gored. Following this category, 
men’s retailers were buying blu- 
chers in plain-toe, moccasin fronts 
with closing and California seams, 
two, three and four-eyelets. While 
black was probably outselling other 
colors, antiqued browns were a 
close second. Black olive and bur- 
nished olive, loden and olive green 
sold in volume. 

A definite trend was seen in the 
narrow toe last, and everyone was 
asking for lighter weight and flexi- 
ble construction. Trim appeared 
simpler, with stitch treatments pre- 
dominant, but some interest was 
noted in punching and perforations. 
Smooth and fine boarded leathers 
were tops on the order blanks. 

Retailers were buying boys’ slip- 
ons with sleeve gores in black 
smooth leather, in dark brown with 
black detailing and in maverick 
shades. Pheasant grains in these 
two color families also were sold. 
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Market Research Agency 
To Study Exhibition Needs 


NEW YORK — The -industry’s 
Shoe Show Study Committee has 
named a Philadelphia marketing re- 
search firm to study the marketing 
and exhibition requirements of 
shoemen. 

The firm, Alderson Associates, 
Inc., will confine its study to trade 
shows sponsored and operated by 
one or more of the associations 
which comprise the Study Commit- 
tee. These events include the Na- 
tional Shoe Fair, Popular Price 
Shoe Shows, Shoe Market of Amer- 
ica in St. Louis, Mid-Seasén Shoe 
Fashion Weeks and Boston Advance 
Shoe Market Weeks. 

The study is expected to take four 
to six months. Then the agency’s 
findings and recommendations will 
be presented to the full Shoe Show 
Study Committee. 

Sam L. Slosberg of The Green 
Shoe Manufacturing Company, Bos- 
ton, presided at the meeting of a 
subcommittee which chose Alder- 
son Associates to make the study. 


Chicago Stores May Merge 

CHICAGO—Two long-established 
department store firms, Wieboldt 
Stores, Inc., and Mandel Brothers, 
Inc., are discussing a merger. Di- 
rectors of both companies have 
given approval, and now sharehold- 
ers’ approval is necessary at meet- 
ings later this month. The merger 
would be carried out by an exchange 
of stock. 

Mandel’s large building at State 
and Madison Sts. reportedly would 
change hands. Mandel Brothers has 
one main branch store in the Chi- 
cago Loop and three other branches. 
Wieboldt’s has eight stores in the 
suburban area. 


Rossi Writes for Britannica 

THE extensive section on “Shoes” 
and the “Shoe Industry” in the 
forthcoming edition of the Encyclo- 
pedia Britannica has been prepared 
by William A. Rossi, field editor of 
BooT AND SHOE RECORDER. The il- 
lustrated 5000-word article covers 
shoe manufacturing, retailing, styl- 
ing and fashion, marketing, mate- 
rials and products, machinery, shoe- 
making processes and the general 
structure of the industry. 
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Brown, Points Strong at Atlanta 


Business was reported spotty al- 
though: registration was good at 
the Southeastern Travelers’ fall 
showing. For autumn, the browns 
loom important and pointed toes 
will move ahead. . 


By ROBERT H. BROWN 


ATLANTA—Attendance was 
good at the Southeastern Shoe 
Travelers’ fall showing in four 
downtown hotels, but exhibitors re- 
ported business rather spotty. 

Maybe the earlier dates were re- 
sponsible. The show came just a 
week after Easter, and some said 
retailers were staying in their 
stores to clean up after the holi- 
day. But there was a feeling also 
that the show’s timing conflicted 
with the more-heavily-promoted 
Shoe Market of America in St. 
Louis arid the Popular Price Show 
in New York, both a week later. 
One major line failed to show here 
because of the St. Louis event. 


Attendance. Comparison—Never- 
theless, Mrs. Ruth Whatley, show 
secretary, said attendance was bet- 
ter than last November and on a 
level with last May. She said that 
on Sunday, the first day, 609 regis- 
tered—which was considered good. 

So far as. looking and booking 
were concerned, two trends stood 
out. It’s probably going to be a 
brown fall, and the points are go- 
ing to be around stronger than 
ever. Volume will be in double 
points; a greater deal of interest 
was shown, too, in triples. 

“If anyone says points are out, 
he is mistaken,” said one exhibitor. 


Variety in Browns—The browns 
were offered in a wide variety from 
town brown to stone suedes to dark 
browns in all types of leathers and 
fabrics as well as some straws. 
Sage brush and beige were also at- 
tractive. As usual pumps were tops, 
with extensive interest in many 
styles with trims and overlays, 
wraparounds and inserts. 

Walking-type heels were good. 
The stacked heel, so popular this 
summer with bone, was getting a 


good showing in 18/8s downward. 
Best heels generally were 14/8 
downward. Queen Anne types in 
12/8 and lower found interest in 
better grades. 


in Imports— Rooms 
imports got a nice re- 
sponse. Little independents were 
looking for wider-margin items, 
costing around $7, which they could 
mark up beyond the usual bracket. 
This was indicative of dealers’ de- 
sires for means to offset costs of 
doing business. 

Italian straws with stacked and 
cork heels were of interest to some 
dealers in the warmer areas. 

Probably the most interest was 
shown in men’s imports. One ex- 
hibitor who said he did practically 
no business here at the last show- 
ing reported business brisk this 


time. 


Interest 
showing 


Trims and Points—Dressier lines 
for men were getting the play, with 
close trims and more points than 
in recent years. For the “flash” 
trade (and there is a lot of it in 
rural areas) these points, trims and 
novelty items move well. Such 
things as horseshoe heels, fiddle 
shanks and trimmings are good for 
this trade. 

Fiddle shanks and tap soles for 
collegiate trade were of interest too. 

Some of the better stores were 
buying these fancy, close trims 
from Italy. It’s noted that chain 
stores have been featuring the 
Italian motif and interest has in- 
creased. 

In men’s colors look for browns, 
especially those dark browns that 
go well with off-green suits. 


Handbags Move — With browns 
attracting most interest, the hand- 
bag boys were doing as much busi- 
ness as some of the shoemen, indi- 
cating a lot of coordinate sales. 

White bags were number one. 
One dealer said 80 per cent of his 
sales were in white and light 
shades, with 75 per cent in bone. 
Especially good were cream-puff- 
type bags retailing in the $5 
bracket and bones around $8. 
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St. Paul Reports Attendance Gains 


By DONALD M. LYONS 


ST. PAUL, MINN.—Attendance 
at the Northwest Shoe Travelers’ 
Fall Shoe Fair the opening Sunday 
was up 17 per cent over the figure 
for the association’s show six 
months ago, according to Ed Trench, 
association secretary. This was the 
best Sunday attendance in five 
years, Mr. Trench pointed out, de- 
spite the fact that the St. Louis and 
New York shows were running con- 
currently. 

A total of 102 exhibitors showed 
180 lines of fall and winter foot- 
wear. Over 500 retailers from 
throughout Minnesota, North Da- 
kota, South Dakota, Northern Iowa, 
Western Wisconsin, Northern Mich- 
igan and Manitoba attended. 


Retailers Optimistic—Merchants 
looked for good fall and winter 
business. Even those from areas 
where farm crops have been sub- 
standard bought their normal needs 
—quality-wise as well as quantity- 
wise. Some retailers, however, 
were concerned about low-price im- 
ports of canvas footwear which 
are coming on the market. 

Interest in women’s dressy shoes 
was primarily in blacks and 


browns. There was tremendous in- 
terest in all shades of brown. As 


for colored shoes, green was prob-. 


ably No. 1. 
also sold. 

As for leathers, smooth leathers, 
suedes and softies all got the nod 
of buyers .at the show. The 23/8 
heel continued very popular, with 
the 17/8 or medium heel the run- 
ner-up. Mostly closed styles were 
purchased for late summer deliv- 
ery, and the narrow toes sold bet- 
ter than ever. 


A few grays and reds 


Ornamented Pumps Move — The 
long, elegant look was said to be 
the high note in shoe fashions for 
fall. Pumps with ornaments were 
the outstanding style at the show. 
Ornaments generally were smaller 
and more genteel than. they have 
been. There were many self-trim 
ornaments in evidence — lacings 
and bows made out of the same 
leather as the vamp. 

The new olive shade was ex- 
tremely popular in men’s shoes for 
fall. One exhibitor said demand 
for this color was “terrific.” Inter- 
est in black and dark brown also 
continued. There was little inter- 
est in the square toe with most 
stvles rounding: off -for fall. 


Porter Says 89% of His 
District Favors Labeling 


WASHINGTON, D. C.—A federal 
shoe label law is demanded by 89 
per cent of the voters, according to 
Rep. Charles O. Porter (Oregon 
Democrat). The congressman, who 
has introduced a labeling bill in 
Congress, arrived at this figure 
after polling his constituency. 

Mr. Porter’s district consists of 
seven counties of Southwest Oregon. 
He recently polled registered voters 
in his district on a number of issues. 

Out of 18,509 persons who re- 
sponded to the question, “Do you ap- 
prove putting labels on shoes listing 
the materials used?,” 16,476 said yes 
and 2033 said no. Another 2000 
questionnaires indicated no prefer- 
ence either way. 


Steve’s Adds Seventh Unit 

KANSAS CITY, MO. — Steve's 
Shoes, which specializes in chil- 
dren’s footwear, has opened store 
No. 7 in the Ranch Mart Shopping 
Center, 95th and Mission Rd., here. 
Now the firm has six outlets in the 
Greater Kansas City area and one 
in downtown St. Joseph, Mo. 

Owner Steve J. Yeager said the 
new unit has a 2500-square-foot 
merchandising area. Managing the 
store is Edward Hamilton, formerly 
assisant manager of the company’s 
Prairie Village unit. 





Athletic Footwear Volume Increases 83 Pet. in Five-Year Period 


WASHINGTON, D. C. — Total 
value of athletic shoe shipments in 
the U. S. rose 83 per cent from 1954 
to 1959. The Athletic Goods Manu- 
dollar 
volume increased from $15.6 million 
annually to $28.6 million, while pair- 


facturers’ Association says 


age grew at a similar pace. 


Although a growing population is 
partly responsible, the increase also 
reflects a shorter workweek and its 
corollary, more leisure time. Faced 
with this spare time, people with 
money to spend tend to spend a 
greater percentage of it on recrea- 
tion. 

Over the five-year period, manu- 


facturers’ sales of bowling shoes 
soared from 388,094 pairs in 1954 
to 1,354,622 pairs in 1959. Although 
only 6675 pairs of soccer shoes were 
listed for the earlier year, last year’s 
total reached 390,000. 

There were big gains too in other 
sports, as the tables show: 


Sales of Athletic Shoes, 1954 Sales of Athletic Shoes, 1959 


Value of Average Value of 
Shipments Factory Value Shipments 
$ 3,015,211 $-4.26 $ 4,054,815 

3,304,885 8.13 Football 4,287 , 265 
728 ,097 5.80 Track 963 ,948 5.32 
1,623,113 4.18 Bowling 6,251,756 .62 
39 ’ 878 .97 Soccer 1 ’ 869 ; 000 . 79 
4,333 ,379 5.71 Ice skating 7,956 ,677 .09 
2,317,272 89 Roller skating 3,108 ,989 .66 
29 ,218 208 , 824 15 Basketball, with 
_——_——— —__—_—— eather uppers 57 ,447 .07 
Tora. 2,815,453 $15,570,659 noe 73,459 78 
Source: Athletic Goods Manufacturers’ Assn. 


Average 
Factory Value 
$4.14 
.90 


Type of Shoes 
Baseball 
Football 
Track 
Bowling 
Soccer 

Ice skating 
Roller skating 
Other 


No. of Pairs 
707 ,507 
406 ,552 
125 ,504 
388 ,094 

6,675 
758 ,485 
393 ,418 


No. of Pairs 
979 ,616 
481 , 825 
152,461 

1,354,622 
390 ,000 


Type of Shoes 
Baseball 


12,719 
5,492 ,500 





ToTaL $28 , 623 , 356 
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e About Shoe People 


Walter J. Miller, superintendent 
of the Reading, Pa., plant of Fein 
and Glass, played the role of a good 
Samaritan recently in bringing fi- 
nancial aid to a 66-year-old woman 
whose home in Kenhorst, a Reading 
suburb, was destroyed by fire. Mr. 
Miller, who also is burgess of Ken- 
horst Borough, and other local of- 
ficials conducted a house-to-house 
canvass that raised $600. 

<7 o o 

A. F. Miller, buyer for Lit Broth- 
, ers, Philadelphia 

department store, 

and tte Five 
branches, has been 
named to buy 
men’s shoes and 
supervise their 
sale in all Lit’s 
stores. This is in 
addition to his du- 
ties of buying chil- 
ie | dren’s, boys’ and 

A. H. MILLER teen shoes. Mr. 
Miller will be assisted by Edward 
Lefsky and Stan Messinger. 


A 


George Shapiro, head of Gold 
Seal Rubber Company and 1960 gen- 
eral chairman of the Combined 
Jewish Appeal of Boston, was pre- 
sented with a silver sacramental 
wine cup at the recent annual din- 
ner of CJA’s shoe and leather divi- 
sion. More than 200 guests con- 
tributed over $650,000 to the cam- 
paign. Making the presentation 
was Louis H. Salvage, who heads 
the Louis H. Salvage Shoe Com- 
pany. 

* a e 

Seymour Schwartz, president of 
the Modern Orthopedic Appliance 
Company, New York, will receive 
a plaque May 18 from the Federa- 
tion of the Handicapped, a New 
York rehabilitation agency. Mr. 


‘Schwartz’s company employs 15 dis- 


abled persons to assemble and 
package shoe findings in their own 
homes. 
— * J 
Alfred W. Schoen, who operates 
Schoen’s Shoes in Lincoln, IIl., re- 
cently completed 25 years in busi- 





ness, always at the same Broadway 
location. Mr. Schoen was named 
“Man of the Month” by the Lincoln 
Daily Courier, which described him 
as “dedicated to his job and the 
betterment of his community.” 
7 6 a 
Felton D. Kaufmann has resigned 
, as vice - president 
and merchandise 
manager of Som- 
mer & Kaufmann, 
San Francisco re- 
tail shoe firm, end- 
ing 32 years with 
the company. Mr. 
Kaufmann, son of 
the late Adolph 
Kaufmann, was the 
“Mm last direct relative 
FELTON KAUFMANN of the _ original 
Sommer and Kaufmann family to 
leave the organization. He had 
worked his way up in the business 
from a stockboy’s job. 
es + 7 
Emanuel Berkson of Stanbee 
Company, North Arlington, N. J., 
spent two months in Europe and 
Israel on a business and pleasure 
trip. 


N EW. ..and these 
; are just 
= —= a few A 


SHOES FOR BOYS 
WN} Budget Priced Retatlers 
$395 1. $595 


EXCEPT BOOTS 


leather co 


2887 — Black, scuff tip & foxing 
unlined quarter, red Biltrite soles 
B,C, D-5%-8, 8%-4 


\ 4887—Brown, same as #2887 


4835 — Brown ‘‘Resitan”” 
shoe, natural crepe rubber 


soles, C, D- 10-4 
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MASTER S 


4180—Brown 


“ Blizzard”’ 
mbat type boot, 


heavy non-slip rubber 
soles. B, D- 10-4 


— { 


’ 


° oo °6o 


2187—Black “‘Resitan"’ 
boot, Biltrite soles. 
B-D- 10-4 
4187—Brown, same as 
#2187 


WS 


EY, 


2357—Black, B. F. Goodrich soles 
B,C, D-8%-4 
5857—Dark Oak, same as #2857 


HOES INC., GREENUP, ILL. 
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e Obituaries 


A. B. Cohen Dies; President of U. S. Shoe 


CINCINNATI, O.—A. B. (Abe) 
Cohen, president of United States 
Shoe Corporation and one of the 
best known figures in the industry, 
died April 27 of cancer. He had 
been ill since last summer. 

Mr. Cohen entered the industry as 
an $8.50-a-week errand boy for the 
old Winch Bros. Shoe Company, a 
Boston manufacturer. He became 
U. S. Shoe’s president in 1947. He 
headed a 12-factory operation that 
turns out 30,000 pairs of women’s 
shoes a day, including the Red 
Cross, Joyce and Selby Arch Pre- 
server lines. 


Always a Salesman — A former 
shoe traveler, Mr. Cohen remained 
first and foremost a salesman even 
after becoming president. He took 
to the road regularly, handling key 
accounts. In a book published in 
1951 he was named one of the coun- 
try’s 60 outstanding salesmen. 

“Selling is the dearest subject to 
my heart,” he once said. But he 


A. B. COHEN 


stressed the importance of render- 
ing a service rather than merely 
talking someone into an order. Mr. 
Cohen said a salesman “must de- 
vote at least 75 per cent of the sell- 
ing hours to giving dealers ammu- 





VW 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for active 
boys—with sturdy construction that means steady 
repeat business. Brooks shoes consistently give 

you EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 1-3; 

34%2-7; 742-9; with widths A through 


#6420 


Black smooth 

leather slip-on casual, 

composition sole, rubber 

heel, combination last. IN-STOCK, 

B, C, D, 3-7. NEW, to retail profitably at $6.95! 


E, to retail PROFITABLY at $6.95 
to $8.95. 





nition on how to move merchandise 
off their shelves; the rest of the 
time, 20 to 25 per cent, on how to 
put it on the shelves.” 


Associate of Stern — During his 
long career Mr. Cohen was associ- 
ated for 34 years with Joseph S. 
Stern, Sr., president of U. S. Shoe 
from 1931 to 1947 and board chair- 
man since then. The twe met in 
Cincinnati in 1926. Mr. Stern’ was 
president and Mr. Cohen was vice- 
president and general manager of 
the Stern-Auer Company, a shoe 
manufacturing firm. 

When the company was merged 
with United States: Shoe Company 
in 1931 to form the present firm, 
Mr. Cohen continued in the same 
capacity. Production then totaled 
700 pairs daily. 

In the years that followed, .one 
of Mr. Cohen’s major achievements 
was the establishment of exclusive 
Red Cross shoe stores. 


Active in Civic Work — A. B. 
Cohen (his name was Abraham 
Benjamin -but he .preferred to use 
the initials) served as chairman of 
the 1958 National Shoe Fair. 

He also took an. active interest 
in civic and charitable work. The 
Joint Defense Appeal, fund-raising 
arm of the American Jewish Com- 
mittee and the B’nai B’rith Anti- 
Defamation League, gave him an 
award in 1957 for distinguished 
service on behalf of human rights. 

Mr. Cohen is survived by ‘his 
widow, Dolly, and a son, Ralph. 


MARK W. SELBY, 83, identified 
for years with the former Selby 
Shoe Company, Portsmouth, O., died 
recently. He was a son of the late 
George D. Selby, founder of the 
firm. Of the four brothers who 
were associated in the factory, only 
Roger survives; he is head of Selby 





4D A 


FREE,<,, BOOKLET!f 


“How to Dye Fabric Shoes” 


EVERETT & BARRON CO. 
166 Valley St., Providence, R. |. 
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International, Inc. 
recent years was a director of 
Mitchellace, Inc., a shoe lace maker 
in Portsmouth. 


GEORGE F. SPEAR, 76, founder 


of Bob, ‘Inc., custom shoe manufac- - 


turing firm, at 12 East 57th St., New 
York, died April 13 at his home in 
Delray Beach, Fla. Mr. Spear was 
a breeder of race horses: 


RAYMOND T. ‘ANDERSON,. 69, 
a traveler for the Jung Shoe Manu- 
facturing Company -for 20 years 
prior to his retirement several 
years ago, died April 2 in Peoria, 
Ill. His widow, Anna Mae; a son, 
two daughters’ .and seven grand- 
children survive. 


ROBERT. L.. GARNER, 69, re- 
tired Franklin, Tenn., shoe retailer, 
died recently after a long illness. 
He was a member of the firm of 
Lunn & Garner for many years un- 
til he retired in 1958. 


FRED B. THOMPSON, 72, a re- 
tired shoe store owner, died April 
9 in Russellville, Ark., as a result 
of a heart attack. 


Mark Selby in 


‘GORDON SPRING, 63, .a shoe 
traveler: for 40 years, died April 1 
in his Columbus, O.,. home. He 


» started in‘ Columbus with the old 
‘C & E Shoe Company and later rep- 


resented International Shoe Com- 
pany and Cobblers, Inc. Three 
years ago he retired because of 
failing health. Mr. Spring, a mem- 
ber of the Ohio Shoe Travelers 
Club, is survived by. his widow and 
a daughter. 


J. P. BAUER, 50, a Greenfield, 
Ilt., shoe retailer, died April 14 
after a four-day illness. His family 
has operated ‘the store for many 
years, and it is believed to be the 
oldest shoe store in Illinois under 
the continuous ownership of one 
family. 


RUDOLPH E. JEKLIN, 72, owner 
of the Jeklin Shoe Store in West 
Bend, Wis., for 31. years, died re- 
cently. 


ERNEST W. DOLEZAL, 45, pro- 
prietor of the Dale Shoe Store, 
Claremont, N. H., died suddenly at 
his home April 10. 


JAMES A. FLEMING, SR., 59, 
owner and operator of Fleming’s, a 
retail shoe store in Norfolk, Va., 
since 1918, died April 18 of a heart 
attack. Originally associated in the 
business with his brother, T. E. 
Fleming, he later went into part- 
nership with his son, James A., Jr. 
The younger Mr. Fleming will con- 
tinue the business. 


HARVEY R. POLLOCK, 77, of 
Pollock’s Shoes, Ltd., a retail chain, 
died April 9 of a heart attack at his 
Searboro, Ont., home. Mr. Pollock 
was founder and first president of 
the Canadian Shoe Retailers Asso- 
ciation. He started his business 
with one store in Toronto and ex- 
panded it to 47 branches, mostly 
in the same city. 


SAMUEL STRONG, 73, a New 
England sales representative for 
Paule Chemical Corporation, 
Charlestown, Mass., died at his 
Lynn, Mass., home April 3. He 
spent his entire adult life in the 
shoe finishing business and was as- 
sociated with Paule Chemical for 
11 years. His widow, Alice, sur- 
vives. 





Get in tune with... 


1\CARO-S 


... increase your ‘shoe sales!! 


Takes only 25” of floor space 


Trays turn separately 
on ball bearings 


Exclusive non-scuft 
heel grip holds 
shoes in position 


Now you can display more 

. . and sell more with the 
modern space saving CARO- — 
SELL. Not only does this sturdy, 
attractive display fixture add 
a note of decorative gaiety to 
your store, but the CARO-SELL 
can feature up to 70 single 
shoes — using only 25” of floor 
space. : 
__The low cost CARO-SELL, with its 

ly designed trays that re- 

volve individually to show a com- 
plete shoe selection, can be your 
effective—and always on the job, 
salesman. Order today and let the 
CARO-SELL go to work for you. It's 
proved to increase sales!! 





Available in three models with 
Satin. Black or Brass finish. Write or 
wire for complete information — today !! 


ANCHOR WIRE SPECIALTY CO 
P. O. Box 290 © Homestead, Pa 
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Johnson Sees Bigger 


Footwear Wardrobes 


NEW YORK—Five years from 
now, the average American woman 
will have 40 per cent more popular- 
priced shoes in her wardrobe, ac- 
cording to Frank A. Johnson, presi- 
dent and board chairman of Endi- 
cott Johnson Corporation. 

Interviewed on the ABC radio net- 
work, Mr. Johnson said that last 
year the average woman’s footwear 
wardrobe consisted of five pairs for 
all occasions. 

He predicted that the same women 
will have six or seven pairs for spe- 
cialized uses alone by 1965. Spark- 
ing this growth, he indicated, are 
the introduction of high styles at 
popular prices, and the increase in 
women’s leisure hours. 

Eighty-three per cent of Amer- 
ica’s women buy shoes in the $3 to 
$10 range, generally recognized as 
popular-priced, Mr. Johnson noted. 

Endicott Johnson’s chief 
tive said casual] shoes that were vir- 
tually unheard of 10 years ago now 
make up more than 30 per cent of 


execu- 


Jilatd 
QUALITY 
shoe trees... 


FITALL . 


Automatic 
Spring 

Adjustment 
contained 

in mahogany 
finished 

forepart and 
plastic handle. 


Order your Fitall Shoe 
Trees 


ed Retail from $2.25 é : 


styled for every shoe 


. . Styled for 

sales, priced for profit 
and sized for men’s, 

women's. . 
children’s shoes. 


the total shoe market. He also al- 
luded to the growth of the teenage 
market, noting that there are 15 
million teenage girls whose _in- 
creased style consciousness and free- 
dom of apparel selection have com- 
bined to produce a big new factor 
in the retail market. 

As Mr. Johnson pointed out, his 
company has recently completed what 
it calls the largest, most comprehen- 
sive market research: survey ever 
undertaken in this industry. 

The study showed that men too 
are affected by a growing style con- 
sciousness. Mr. Johnson predicted 
that the male shoe wardrobe will 
more than double in five years. And 
he said 77 per cent of American men 
buy shoes in the popular-price, $5- 
to-$14 range. 


e Financial 
Allied Kid Earnings Rise 


Despite Smaller Volume 


BOSTON—The Allied Kid Com- 
pany reports total gross income of 
$6,312,494 for the first three months 


..and 





of the year compared with $6,956,- 
313 for the same period in 1959. 

Despite this decrease, the com- 
pany was able to show a profit in- 
crease. Net profit was $124,089, 
equal to 26 cents per share, com- 
pared with net of $109,152, or 23 
cents per share, in 1959. 


National Shoes’ Annual 
Sales, Net Set Marks 


NEW YORK — National Shoes, 
Inc., reported record sales and earn- 
ings for the fiscal year ended Jan- 
uary 30. 

Sales increased 8.6 per cent to $27,- 
026,657 from the previous annual 
peak of $24,888,322. Earnings 
reached $788,815, a gain of 8 per 
cent over the $730,413 cleared in 
the year that ended January 31, 
1959. Income amounted to $1.14 com- 
pared with $1.06 in the previous 
year. 

During the fiscal year the chain 
opened 13 new stores, including six 
in shopping centers, three along 
highways, and four in downtown lo- 
cations. 
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Industry Revolution Ahead, Factory Group Told 


In a New York speech, the 
REcorpER’s field editor, William 
A. Rossi, said a decade of sig- 
nificant change faces the shoe in- 
dustry—a “shakedown decade.” 


NEW YORK—The next 10 years, 
and possibly the next five alone, will 
be a period of revolutionary change 
in virtually every aspect of the shoe 
industry. And most of this change 
will be motivated by sources and 
developments outside the industry. 

So said William A. Rossi, field 
editor of BOOT AND SHOE RECORDER, 
in addressing the annual banquet of 
the North American Shoe Superin- 
tendents’, Foremen’s and Allied 
Trade Association, April 30. 


“Shakedown Decade”—Mr. Rossi 
said the 1960s should usher in a 
“new plateau of prosperity” for the 


industry. But he warned that this 
will be “a shakedown decade where 
many of the marginal businesses— 
manufacturing and retailing alike— 
will fade out.” 

Revolution or “swift evolution” 
will reshape the industry’s structure, 
speed the shoemaking process, in- 
troduce important new materials 
and change the methods and places 
of selling shoes. Even the consumer 
will undergo a transition, Mr. Rossi 
promised. 

He explored seven separate ‘‘revo- 
lutions” which he said lie ahead: 


® Technology—At least two of 
the present basic methods of mak- 
ing a shoe may die out, and injec- 
tion molding will be the big entry, 
Mr. Rossi said. The push-button 
factory is far from sight, but there 
will be a greater degree of automa- 


tion than is usually thought possi- 
ble. Pairage output per worker will 
continue to increase. 

“However, the fact that it- still 
requires some 150 separate opera- 
tions to make a shoe, the same as 50 
years ago, should be mentioned by 
the industry only with chagrined 
hush,” the RECORDER field editor re- 
marked. He said the decade will 
bring a sharp decline in shoemaking 
operations, and within five years the 
one-piece, dinked-out shoe upper can 
be expected. 


® Fashion—New technology and 
new materials will accelerate fashion 
change and inspire and make possi- 
ble more daring deviations from 
conventional styling. The all-syn- 
thetic shoe in new versions may be 
a real contender. 
(CONTINUED ON PAGE 104) 


Watson Sees Drop to 600-700 Manufacturers 


NEW YORK —The number 
shoe manufacturers in the U. S. 
will probably decrease by as much 
as one-third by 1970, according to 
Merrill A. Watson, executive vice- 


of 


president .of the National Shoe 
Manufacturers Association. Mr. 
Watson told a luncheon session of 
the North American Shoe Superin- 
tendents’, Foremen’s and Allied 
Trade Association convention that 
the total may drop from 900 to not 
over .600-700. 

The factory of the future will be 
“a single-story unit, far better or- 
ganized, larger and substantially 
more mechanized,” Mr. Watson pre- 
dicted. ‘Shoes will move, machine 
to machine, by mechanical proc- 
esses and racks will be a thing of 
the past.” There will be “a certain 
amount of automation” and many 
soles will be vulcanized or attached 
by injection molding. 


New Upper Material — “Leather 
will still be important in shoes,” 
VP Watson told the superinten- 
dents, “but aiding and facilitating 
the evolution in factory operation 
will.be the development of a prac- 
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tical and effective material for shoe 
uppers. (It is just around the cor- 
ner.) It will have the tensile 
strength and porosity of leather 
but will be produced and distrib- 
uted in rolls similar to newsprint.” 

According to Mr. Watson, this 
material will permit automatic cut- 
ting and also will automate a num- 
ber of operations in the making of 
a shoe. The geometric last will be 
standard and, as a located last, will 
actually become part of the ma- 
chine. 


Demand for Standard Parts— 
“With the development of a stand- 
ardized upper material for certain 
types of uppers, there will be a de- 
mand for simplification and stand- 
ardization of other components of 
a shoe,” Mr. Watson-said. And 
standardized components would 
permit much assembly by auto- 
matic machinery. 

Mr. Watson said there will be a 
need for the “shoemaking engi- 
neer” who, in addition to his 
knowledge of shoemaking, has a 
broad knowledge of engineering. 


Changes in Retailing—The next 
10 years will also see extensive 
changes in distribution, Mr. Wat- 
son added. More shoes will be sold 
via mass distribution outlets, dis- 
count houses and roadside stores. 
Many will be sold through grocery 
stores, drug stores and supermar- 
kets. 

“The independent retailer has 
his work cut out for him in the 
years ahead if he is to reach 1970 
in a healthy financial shape,” Mr. 
Watson declared. 


Survey Results Outlined — Mr. 
Watson also gave his listeners a 
program resulting from a survey 
of manufacturers on management 
attitudes with respect to factory 
superintendents and foremen. 
Among the points listed were these: 

© Superintendents and foremen 
must develop more of the manage- 
ment point of view and be better 
informed on management’s objec- 
tives and policies. 

© Supervisors must be alert and 
wide-awake and have the ability to 
assist manufacturers in developing 
new ideas and methods. 
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From Hide to Solution Back to Fibers: 
Armour Tells of Reconstituting Leather 


CHICAGO—The Armour Leather 
Company, a division of The Armour 
Chemical] Industries, has announced 
publicly for the first time a discov- 
ery which enables the firm to make 
quality leather of any size and 
thickness that customers request. 

The discovery is a process to re- 
constitute leather. Company scien- 
tists have broken down the raw 
hide into a clear solution and 
brought the solution back to fiber 
form, the announcement states. The 
story of the new process appeared 
in a full-page advertisement in the 
May issue of Fortune magazine en- 
titled “Better leather than any ani- 
mal can grow.” 


Available “Tomorrow” — The 
company claims it is setting up a 
pilot laboratory for experimental 
production “today” but that the 
leather wil] be available to all “to- 
morrow.” Reconstituted leather 
could be made in blocks a foot 
thick and a mile long or so thin and 
soft “it drapes like silk.” It would 
enable shoe manufacturers to turn 
out molded seamless leather shoes. 

Waste will become a thing of the 
past. According to the advertise- 


ment, “Uniformly high quality 
leather can be made from any hide 
—from all parts of the hide.” This 
leather would look as good as the 
regular fine leathers, but it would 
be stronger because technicians 
would be able to control the density 
and alignment of the fibers. 


Faster and Cheaper — Armour 
claims the leather would be cheaper 
and made in less time than it takes 
to tan leathers now. There are 
claims that dyes would penetrate 
every fiber, that scratching of the 
leather would be more difficult and 
that natural beauty would last 
longer. In addition Armour claims 
that reconstituted leather combines 
the flexibility of other man-made 
materials and the advantages of 
leather. 

Although this was the first public 
announcement of the discovery, the 
leather industry has been aware for 
some time of the research being 
carried out in this direction by 
Armour. It’s reported that at least 
one other source, United Shoe Ma- 
chinery Corporation’s research di- 
vision at Beverly, Mass., has been 
working along similar lines. 





Office Worker Doubles as Stylist for Gilbert 


THIENSVILLE, WIS. — H ome- 
grown designing talent is lending a 
salesworthy touch to the Kali-Sten- 
Iks line of children’s shoes pro- 
duced by The Gilbert Shoe Com- 
pany. Versatile Mrs. Margaret Hil- 
ty, a veteran employee, not only fills 
her regular job in the front office 
but puts in time on the drawing 
board as well. 

Mrs. Hilty’s ideas as a stylist 
have had a definite influence on the 
Kali-Sten-Iks line in recent seasons. 
Tossing praises in her direction, 
Sales Manager Leo Molling says, 
“Our line has been improved be- 
cause of her help. We decided a 
while back that our line could use 
a little of the so-called ‘woman’s 
touch.’ We asked Mrs. Hilty to put 
some of her ideas down on paper. 
It has worked out very well.” 

Mrs. Hilty claims she uses her 


96 


two small children as a sounding 
board to test her style ideas. 

“Youngsters have very: definite 
opinions about “footwear styles,” 
she says., ee 

Mr. Molling said Kali-Sten-Iks’ 
fall samples were sent to sales rep- 
resentatives in mid-April. Initial 
dealer reaction to the. fall: line has 
been gratifying, he added. New to 
the line this year.is the tapered-toe 
last on the migses’ and older misses’ 
shoes. zy a 

A number of -new patterns were 
also intfoduced for fall. 


eS. Farkash, Inc., has . been 
given the additional terfitory. of 
Metropolitan New York plus. sec- 
tions of Pennsylvania as sales rep- 
resentative for Beebe Rubber Com- 
pany, Nashua, N. H. Samuel Becker 
formerly serviced this area.’ 


Merchandising Clinic 
To Hear E. B. Weiss 


NEW YORK—The shoe industry’s 
independents must consider adopting 
the “voluntary chain concept” in 
merchandising footwear if they are 
to stay competitive in the next few 

years. That’s the 
claim of E. B. 
Weiss, merchandis- 
ing director at 
Doyle Dane Bern- 
bach, Inc., New 
York advertising 
agency. 

Mr. Weiss will be 
the featured speak- 
er at the second 
day’s luncheon dur- 

E. B. WEISS ing the National 
Shoe Manufacturers Association’s 
Merchandising Clinic, June 21-22 at 
the Statler-Hilton Hotel here. 

Explains Mr. Weiss, “The ‘volun- 
tary chain concept’ was originally 
developed as a competitive wedge by 
independent food operators. It 
worked so well that it has since been 
adopted successfully by retail drug- 
gists, hardware stores and other out- 
lets under the. sponsorship of inde- 
pendent wholesalers or manufactur- 
ers. The ‘time is .ripe.for its suc- 
cessful introduction into shoe mer- 
chandising.” 

Mr. Weiss, considered an ‘author- 


ity in spotting trends in. merchandis- 
.ing techniques, thinks the shoe in- 


dustry is.on the verge of a merchan- 
dising revolution. But a break with 
tradition is needed to capture a big- 
ger share of the market, he adds. 


Harvey B. Evans Named 
President of Boston Club 


BOSTON—Officers to serve dur- 
ing the 1960-61 season were elected 
at the annual meeting of the Boston 
‘Boot and: Shoe Club held here re- 
cently. 

The club’s new president is Har- 
vey B. Evans, L. B. Evans’ Son 
Company. Vice-presidents are Wen- 
dell R. Bauckman, The Griess- ° 
Pfleger Tanning Company; Wallace 
J. McGrath, John E. Lucey Com- 
pany, and John T. Heald, The Stet- 
son Shoe Company. Other officers 
are treasurer, Charles Slosberg, 
Green Shoe Manufacturing Com- 
pany, and Maxwell Field, secretary. 
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Life-Lift Corp. to Contest 
Infringement Suit by Life 

COLUMBUS, 0.—Life-Lift Corpo- 
ration of Marion, O., creator of a 
patented floating-arch shoe bearing 
the “Life-Lift” name, will fight to 
retain this-descriptive term for its 
product. The firm has been. named 
defendant in a suit filed in federal 
court in Toledo by the publishers of 
Life magazine, Time, Inc. 

Time, Inc., charging that Life-Lift 
has simulated Life magazine’s name 
and trademark, asks $10,000. puni- 
tive damages and half of all Life- 
Lift profits to date, 

Life-Lift has retained Attorney 
Roger H. Smith of Toledo and an- 
nounced it will file an answer to the 
injunction suit by May 16. Carroll 
M. Elsey, Life-Lift’s president, said, 
“We did not intentionally simulate 
the Life magazine name and trade- 
mark on our product. Ours is a reg- 
istered trademark that aptly de- 
scribes the barefoot feel of our mus- 
cle-developing shoe.” 

Mr. Elsey added, “If the maga- 
zine thinks it has full rights: to the 
name ‘Life’, then why doesn’t it sue 
the makers of the new cereal and 
cigarette of that name?” 

The shoe executive said the. suit is 
hurting. his company's .growth, for 
large retailers.are refusing to adver- 
tise the Life-Lift remedial line so 
long as the litigation is pending. 


Cavalier Dyes Introduced 
In Ready-to-Use Set of 36 

BALTIMORE — A ful] set of 
ready-to-use. ‘Spectrum Dyes for 
white suede footwear, including 36 
colors, has been made available to 
the trade by the Cavalier, Company 
here. hs ees 

The company’s president, J. V. 
Lobell, said many requests were re- 
ceived from shoe retailers for a 
ready-to-use set. -Numerous stores, 
he explained, have ‘less experienced 
personnel” who prefer the ready- 
made dyes to the basic Spectrum Dye 
Set. The latter enables the. dyer to 
mix basic colors to obtain the exact 
hue and shade desired. 

Cavalier worked with. Allied Kid 
Company: in developing: a ‘penetrant 
and leveler that would: permit shoe- 
men to dye white suede safely. with 
the Spectrum dyes. ; 
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3000 Tour Stetson at Anniversary Fete 


SOUTH WEYMOUTH, MASS.— 
The Stetson Shoe Company, cur- 
rently observing its 75th anniver- 
sary of fine shoemaking, celebrated 
by playing host to more than 3000 
persons at its headquarters in South 
Weymouth. 


Employees and their families 
were admitted at 12:30 on a Satur- 
day. afternoon and ‘one hour later 
the company’s two plants, Stetson 
and its new handsewn unit, the 
3ay Trail Shoe Company, were 
opened to the public. 


a 


. Spear, 


‘ ckairman of the .committee 


» Guided Tours — Ninety-eight 
guides conducted groups of the 
visitors through both factories, 
pointing out and describing 45 sep- 
arate shoemaking operations. Orig- 
inal plans called for a closing time 
of .4:30 but so many attended that 
it was long after that hour before 
all groups had been taken through. 
Honorary chairman was Alfred 
who has been associated 
with the company for 60 years. 


‘Committee Listed — General 
in 


Charge of arrangements was John 
* ‘Pf. ‘Heald, vice-president and grand- 
. son of one of the company’s found- 


_ also. -a grandson of 


ers, Other members were Arthur 
H. Vinal, assistant treasurer and 
one of the 
founders; Warren §. Lane; vice- 
president, Walter B. Morrison, Ro- 


-land H. Haviland, Frank E. Nolan 


Arranging open house at Stetson Shoe Company were [left to right) Carol Dono- 
van, Frank E. Nolan; John T. Heald, committee's general chairman and also a 
vice-president; Warren S. Lane, vice-president, and Roland H. Haviland. Not 
shown: Albert H. Vinal, vice-president and treasurer, and Walter B.. Morrison. 
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GERBERICH-PAYNE SHOE Co. 


and Carol Donovan, who acted as 
secretary. 

Other officers. of the company, in 
addition to those serving on the 
committee; are E. T. MacBride, 
president, and Albert Vinal, vice- 
president and: treasurer. 
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Leather Technology, Course ° 

LOWELL, MASS.—The ‘New: En- 
gland Tanners Production €lub will 
again sponsor a. special summer 
course. in leather technology, to, be 
given. at. the Lowel] Technological 
Institute. The three-week course, to 
be given iu June, will include such 
features as daily: lectures, laboratory 
experiments and work in the Insti- 
tute’s pilot plant on: tanning, color- 
ing and finishing. Enrollment is lim- 
ited to 24 and closing date. for ap- 
plications is: May 27.. 


Evans Group to Hear Glass 

CAMDEN, N. J:—Irving R. Glass, 
executive vice-president of the Tan- 
ners’ Council: of America; «will ad- 
dress: the. final. meeting: of the season 
of the. John R. Evans -& Company 
Foremen’s -Group,. to be held ‘here on 
May 19.. He will discuss. “Prospects 
for the. Leather Business: in: ‘Gen- 
eral.’ The group -was ‘started last 
fal] as.an instrument’ to bring in out- 
‘standing ‘speakers so’ that .super- 
visory personnel might. hear first- 
hand. about latest developments in 
the management field: 


Nathan Hack Honored During Tour of Australia 


Ripple Sole inventor 
Nathan Hack (center) 
talks with Noel Morris 
(left}, managing director 
of Slazengers (Australia), 
Ply., Lid. — which makes 
Ripple Soles “down under" 
—and Joseph Dougherty, 
U. S. consul for New South 
Wales, during banquet in 
Mr. Hack's honor in Mel- 
bourne. Over 350 shoe 
manufacturers and retail- 
ers attended the dinner, 
during a six-week tour by 
Mr. Hack. In a speech he 
said "Close to 10 per cent 
of the population of Aus- 
tralia is now wearing Rip- 
ple Soles.” Mr. Hack and 
his wife were also feted at 
in Sydney and 
Adelaide. They were the 
subject of news articles 
and were interviewed on 

TV and radio. 


banquets 





Thieves May Peddle Leather 


NEW YORK—Officials of Ohio 
Leather Company think that a quan- 
tity of skins stolen from the firm’s 
New York branch April 22 may pos- 
sibly be offered for sale to handbag 
or shoe manufacturers: The skins, 





which had been awaiting shipment 
from the company’s 2 Park Ave. 
offices, consisted mainly of black 
and navy calfskins for use in top- 
grade women’s handbags. Miss 
Naomi Sloan, fashion director, said 
the loss was “very substantial.” 


_ Consumer attraction—LEOTARD and TIGHTS Ensembles. 


for bigger sales with the leading brand — 


All Popular Constructions 
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Greater Production, Better Quality. Claimed for USMC Innovations. 


CINCINNATI, O. Significantly 
increased production at lower cost, 
improved quality and greatly re- 
duced need for operator skill— 
these are among advantages said 
to have been built into a dozen ex- 
perimental and commercial ma- 
chines demonstrated here by United 
Shoe Machinery Corporation during 
the North American Factory Man- 
agement Conference. 

The experimental machines are 
an automatic edge shaping ma- 
chine, an automatic narrow edge 
skiving machine, an automatic nar- 
row edge folding machine, a heel 
seat lasting machine, a wood heel 
nailing machine and an automatic 
insole molding machine. 


Commercial Group — These com- 
mercial machines completed the 
United presentation: USMC Hy- 
tronic Cutting Machine, Model A 
(fitted with alternate stroke con- 
trol); United Narrow Edge Folding 
Machine, Model A, with the Amazeen 
Skiving Machine, Model A; United 
Power Toe Lasting Machine, Model 
B; and the United Cement Sole and 


Breast Flap Attaching Machine, 
Model A. 

Rough rounding of both sole and 
heel is combined in the experimen- 
tal automatic edge shaping ma- 
chine. It reportedly improves 
quality and increases production, 
estimated at 1800 pairs per day. The 
machine has a size range from in- 
fants’ 4 to men’s 15 and will handle 
men’s, women’s (low-heel) and chil- 
dren’s welts as well as stitchdowns. 


Electronic Guidance—Automatic 
versus manual skiving and narrow 
edge folding was dramatically dem- 
onstrated by the contrast between 
the operation of the commercial 
United Narrow Edge Folding Ma- 
chine with the Amazeen Skiving 
Machine and the experimental auto- 
matic skiving and narrow edge 
folding machines. In the latter 
two, electronic automatic guidance 
takes over when the operator pre- 
sents the work. This guidence is 
said to be so perfected that the 
machines will refuse to accept a 
piece unless it is properly pre- 
sented. 


With the experimental sole mold- 
ing. machine, up’ to:-8000 pairs per 
day of bound. ‘or unbound leather 
or composition. insoles. can -be 
graded for size. and width, placed © 
between molding forms, molded, 
unloaded. and stacked. in a’ receiver 
—all automatically: All the oper- 
ator has to do is:to load the maga-. 
zines. Women’s: sizes 2 to.12 in 
widths 5A to 5E with heel: heights 
from 6/8 to 32/8 can be handled. 


Heel ‘Seat Lasting—Better qual- 
ity heel seat lasting, reduced. op- 
erator effort and increased produc-. 
tion head the list of: advantages 
cited for United’s experimental heel 
seat lasting machine. Features in- 
clude pneumatic shoe jacking, au- 
tomatic machine tripping and a 
heel chain to improve conformation 
of heel pad to shoe. Without wiper 
change, the operator can last heel 
seats of children’s size 4 to wo- 
men’s size 10. 

The experimental heel nailing 
machine, hydraulically-powered, has 
been designed for use on wood: and 
plastic heels ranging from low flats 





Made to specifications of official 
drill teams and bands. Top 
quality—made on boot lasts. 


5iti—Sizes 5'/2-8 .. $4.00 
5121—Sizes 8!/2-12 . $4.20 
5122—Sizes 12'/2-3 $4.45 
*5323 (Stitch down) 

Sizes 4-9 
*5323 (Littleway) 

Sizes 4-9 
*Sizes 10 


BERNED SHOE COMPANY 


207 Essex Street, Boston 11, Massachusetts 


No Service 
Charge for 
Small Orders 
Extra Colored 
Tassels, 25¢ pr. 





I'm a ROMANTIC 


. . . because it’s always the 


start of a love affair when a manufacturer 
adds a good Kangaroo pattern to. . 
his fineshoe line. We live happily 
ever after, too, because light, 
flexible Kangaroo always means 
extra profits. Genuine ‘Australian 
Kangaroo is available from 
William Amer Co. 
Surpass Leather Co. 
Ziegel, Eisman Co. 
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Where to Buy 








JOBS 


JOBS 





JOBS 








IRVIN RUBIN 


Highest Prices Paid 
Complete Shoe Stocks 





Men's, Women's and Children's 
For Quick Action, write, wire or phone collect 


80-82 ‘READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


The House of Jobs 


Will Buy Your Close Outs 
Short Leases Assumed 














“BOX HANDLERS 


ORTHOPEDIC FOOTWEAR 





' * 
Texas.“ LONG.ARM 


To.- °° quxan, casien, saree 


“Wrede Mork 


FLORIDA TO {ff 
WASHINGTON - 





and nine foreign coun-__|i/f; f 
tries, are using Long = = 
Arms. You, too, can han- - 

dle the ‘boxes on high 

shelves quicker, easier, safer. with Long 

you me ge them.. Handle lengths 24' 
48" a "$3.95: 72'" $4:95. Postpaid in "USA: 
Specify handle length desired and if for men's 
or women's. boxes. Your jobber or 


; CARL BEEMAN 
Cedar Heights Rd. - . Stee, Conn, 








rms, or’ 





and Cubans’ to those featured ‘on 
women’s high-style shoes. There-is 


complete adaptability to ‘different 


heights and contours. 


Other Products ‘Discussed— 
United’s’sales department and B. B. 
Chemical Company personnel at- 
tended the’ conference -to. discuss 
“Plirib” insole. rib material, the 
complete line of shoe fihishing ma- 
terials, “Supergrip”. sole-attaching 
cements as well as solvent and latex 
shoe cements. 

Mears Heel Company and its Ca- 
nadian affiliate, Dominion Wood 
Heel Corporation, displayed new, 
extremely high, thin plastic and 
half: aluminum heels as well as 
other items. 


Brock Appoints Compo 


WALTHAM, MASS.—The Compo 
Shoe Machinery Corporation has 
been appointed national distributor 
of shoe industry products made by 
the Brock Chemical Company of 
North Abington, Mass. Sale of these 
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A MODERN CORRECTIVE 
SHOE FOR EVERY 


oO rthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 


jo 





TARSO 
PRONATOR® 


For club feet and 
metatarsus varus. 
Pairs or single shoes. 


~TARSO MEDIUS® 
rel rn 


Tarso Shoes are. prescribed by doc 
across America. Write: today 
Pld Illustrated brochure and catalog 





MARKELL Se 





chemicals willbe handled: by:.Compo’s 
supplies sales’ division. Included are 
heel and edge. blacking; heel and 
edge stain, edge ‘fillers, wax bottom 
sprays, wax gum stains, -bottom fin- 
ishes and sprays, upper leather: fill- 
ers and spray finishes, cleaners, 
waxes, crayons, repairers:.and stitch 
lubricators. 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 
big stocks of quality 
Branded Footwear 
direct from famous 
brand factories, At 
a Price. 

“While in town see Weil” 


New York Sample Room: 
138 Duane St., NYC 
Quality shoes since ’82 4a) 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 








For Over 45 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 


Finis + a 
MOSINGER- ‘COHN 


1235 Wash gfor St 


MA 1-3363 








RUBBER FOOTWEAR 








SURE-FOOTED COMFORT 


most flexible, 
coolest on 





Personnel 





H. F. SCHEETZ, JR. 
Elected Chairman 


MANUEL A. SOUSA 
Executive Assistant 


Elected... 


Henry F. Scheetz, Jr., chairman 
of the board of Brown Company, 
Berlin, N. H., maker of pulp and 
products including  inner- 
He Laurence F. 
Whittemore. 


paper 


soles. succeeds 


Promoted... 


A. Sousa, to executive 
to the president of the 
Bristol] Manufacturing Corporation, 
Bristol, R. I. He will coordinate all 
activities of the company. 

Richard T. Mooney, from assis- 
tant credit manager to credit man- 
ager of the American Biltrite Rub- 
ber Company, Chelsea, Mass. He 
succeeds George D. Maher, who has 
retired after 38 years’ service. 

James C. Brown and H. D. Ervin, 
to associate buyers and stylists of 
the women’s dress shoe line of 
G. R. Kinney Corporation, New 
York. Mr. Brown will be stylist 
for the Pacific and Gulf Coast ter- 
ritories, and Mr. Ervin will style 
the Midwestern line. 

Milton Iglowitz, to district man- 
ager for store operations of Na- 
tional Shoes, Inc., New York, in a 
territory including Connecticut, 


Manuel 


assistant 


SYLVIE GALLAGHER 
Fashion Designer 


JAMES DeMARCO 
H&A Salesman 
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WILLIAM A. HALLAM 
Sales Manager 


FRED W. MARTIN 
Appointed by EJ 


Massachusetts and Southeastern 


New York. 


Appointed... 

Fred W. Martin, general credit 
manager of Endicott Johnson Cor- 
poration, Endicott, N. Y. He will 
supervise credit for over 20,000 in- 
dependent retail customers of EJ 
as well as all wholesale purchasers. 

William A. Hallam, man- 
ager of Bristol Manufacturing Cor- 
poration, Bristol, R. I. He has re- 
cently been in charge of the com- 
pany’s sales office. 

Salvatore V. Gianola, production 
development manager of Bristol 
Manufacturing Company. 

Orrin A. Kohl, sales representa- 
tive in Florida, Georgia and Ala- 
bama for John E. Lucey Company, 
sridgewater, Mass. He _ replaces 
H. I. Goldsmith. 

John E. Overlock, sales represen- 
tative for B-W Footwear Company, 
Inc., Webster, Mass., covering 
Southern and New England terri- 
tories. He will also assist Sales 
Manager Robert M. Siff. 

George Kluemper, sales represen- 
tative for The Stetson Shoe Com- 
pany, Inc., South Weymouth, Mass., 
covering the territory from Chi- 


sales 


BRUCE CLARK 
Joins ‘Trimfoot 


a 
HENRY H. TINSLEY 
Named by Herbst 


ORRIN A. KOHL 
Named by Lucey 


SALVATORE GIANOLA 
In Development Post 


cago west, including Illinois, Indi- 
ana, Iowa, Kentucky, Missouri, 
Minnesota, Wisconsin and Ne- 
braska, with the Stetson, Banister 
and Arnold lines. He succeeds Jack 
Hambene, who resigned. Mr. 
Kluemper «lives in Covington, Ky. 

Arnold Le Bramson, sales repre- 
sentative for the Easton Shoe Com- 
pany, Inc., Wakefield, Mass., cover- 
ing Michigan, Ohio, West Virginia, 
Kentucky and Western Pennsyl- 
vania. His headquarters will be in 
the Empire Building, Detroit. 

Gene Sneir, sales representative 
for -Mannequin Shoes, Inc., New 
York, traveling Pennsylvania. For- 
merly with the Philadelphia office 
of Genesco, Inc., he replaces John 
Thomas. 

Sylvie Hamilton Gallagher, fash- 
ion designer and coordinator for the 
Sof-Tred line of American Felt 
Slipper Company, Inc., New York. 

James DeMarco, sales represen- 
tative for Home & Abroad Shoe 
Corporation, New York, covering 
West Virginia, Kentucky, Western 
Pennsylvania, Ohio and Michigan. 
His headquarters will be in the 
Empire State Building. 

Henry H. Tinsley, sales represen- 
tative for Herbst Shoe Manufactur- 


LESTER KEITHLEY 
Represents Acme 


FRANK MARTIN 
Also with Acme 
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H. Wade, who will be reassigned. 

William DeWitt, Jr., vice-presi- 
dent;. DeWitt. O’Dell, assistant 
treasurer, and David Gregory,. as- 
sistant secretary of Shoe Form 
Company, Inec., Auburn; N. Y., 
maker of shoe and hosiery forms. 

Robert E. King, executive vice- 
president of C. I. €. Machinery, 
Inc., Boston. 

James F.: Hogan, .New England 
salesman of sheep. and shearling 


i leathers for A. C. Lawrence Leather 


JOHN E. OVERLOCK 
Sells for B-W 


Joins Stetson 
_ing Company, Milwaukee, traveling 
Alabama, Mississippi, - Tennessee 
and Kentucky: 

Bruce Clark, sales representative 
for the Baby Deer line of Trimfoot 
Company, Farmimgton, Mo., cover- 
ing Northern IHinois, Wisconsin, 
Northern Indiana and Western 
Michigan. Chicago will be his 
headquarters: He succeeds William 
Urquhart, who was transferred to 
the St. Louis office to. manage sales 
of the line. 

John D. Eddy, sales representa- 
tive for the Play Poise line of Vir- 
ginia Shoe Company, Inc., Fred- 
ericksburg, Va., covering the West 
Coast. His headquarters will be in 
the Alexandria Hotel, Los Angeles. 

Lester Keithley and Frank Mar- 
tin, sales representatives for Acme 
Boot Company, Inc., Clarksville, 
Tenn. Mr. Keithley will cover Utah 
and Southern Idaho, and Mr. Mar- 
tin will cover Washington, D. C.., 
Maryland, Delaware and part of 
West Virginia. 

Carlton (Clyde) E. Gibbs, sales 
representative for International 
Shoe Company’s men’s and boys’ 
shoes in East Tennessee, including 
Knoxville. Maryville, Tenn., will be 
his headquarters. He replaces A. 


JAMES F. HOGAN 
To A. C. Lawrence 


ROBERT E. KING 
Executive VP 
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GEORGE KLUEMPER™ 


Company, Peabody, Mass. 


Customeraft Offices Expand 

NEW YORK—Schwartz & Benja- 
min, Inc., has added 1000 square feet 
of space to its offices at 112 West 
34th St., here. Besides offices and 
showrooms, the company, which 
makes Customcraft high-style wo- 
men’s shoes, now has a complete de- 
sign workshop. There, models are 
cut and stitched and new style ideas 
are given concrete expression. Re- 
cent creations are two triple needle 
lasts, “Lancet” on a 25/8 heel and 
“Sabre” on a 23/8, 











INDEPENDENT SHOE MANUFACTURERS 
FOR MAXIMUM PROFITS FACTOR WITH 
WILLIAM ISELIN & CO., INC. 


selin’s shoe manufacturing clients 
are a constantly growing roster of the 
nation’s leading independents. They are 
situated in all the important shoe areas 
of the United States. Their individual 
sales volume ranges from $500,000 to 


$10,000,000 a year. 


selin is one of the largest single 
sources of shoe-industry credit in the 


world. 


selin’s shoe- industry clients manu- 
facture footwear of every type, for every 
market, in every price bracket. 


selin pioneered the use of factoring 
by American shoe manufacturers, and 
has served your industry in constantly 
increasing volume for almost thirty 


years. 


When you factor with William Iselin 
& Co., Inc., you handle your money re- 
quirements and your credit problems 
through the nation’s foremost specialist 
in shoe-industry financing. 





on ISELIN? 





Factors - Founded 1808 


357 PARK AVENUE SOUTH, NEW YORK 10, N. Y. 








Factory Group Told 
Revolution Is Ahead 


(CONTINUED FROM PAGE 95) 


® Shoe Industry Structure — 
Here, change will be radical—but 
largey an extension of established 
trends such as the reduction in the 
number of shoe manufacturers via 
liquidations and mergers. 

According to Mr. Rossi, private 
ownership will give way to public 
or “outside” ownership as big capital 
becomes essential to successful com- 
petition and survival. At the same 
time, factory ownership or control 
of retail outlets should accelerate. 

With marginal operations elimi- 
nated, competition will intensify. 
But profits will be up. 


© New Materials and Products— 
A major break-through is expected 
in new shoe upper materials. If these 
live up to promise, they may lead 
to certain upheavals—such as in 
hastening automation and sharply 
altering traditional market practices 
in materials pricing, purchasing and 
sources of supply. 


® Merchandising and Marketing 


—Decentralization of shoe store lo- 
cations (shopping centers, highway 
drive-ins) will continue, and more 
shoes will be sold in discount stores 
and “promotional department stores” 
keynoted by undercut prices. More 
shoe buying will be carried on from 
centralized buying headquarters 
(chain shoe stores, chain department 
and variety stores, mail order 
houses). 

Meanwhile newer types of outlets 
will become important, such as su- 
permarkets and other mass-traffic 
stores not ordinarily linked with 
shoes. But the independents will 
find their position worsening, Mr. 
Rossi said, chiefly because of ‘com- 
parative lethargy.” 


® Retailing and Selling — More 
self-selection and self-service stores 
are ahead. So are larger stores, re- 
vised shopping hours, and an ac- 
celeration of “selling productivity” 
to cut costs and boost profit margins. 

The slower - moving “service” 
store, a fixture, will find the going 
rougher although there will always 
be room for some of these. 


© Consumer Buying — Income 
growth and spending will create 


French Executives Visit 


Bertrand Desmartis (left), executive 
vice-president of Bidegain and Fils, 
French shoe producer, and Jean Bris- 
saud, export manager, are on a U. S. 
visit to observe merchandising methods 
and discuss new styles with officials of 
Chambord Shoe Company, New York, 
which markets their line for children in 
the U. S. 





more “price elasticity” in buying. 
There may be less one-store, one- 
brand loyalty and more of the tran- 
sitional customer. 

The rise in education will create 
a more discerning consumer demand- 
ing full value for price paid, Mr. 
tossi said. Changing social and liv- 
ing patterns will motivate new pref- 
erences in footwear. 








—@norrer Business Building 


DARK OLIVE 
BOOT CREME 


CAVALIER is again FIRST with DARK OLIVE, 
also known as Black Jade, Dark Ivy, Loden, etc. 
Cleans, colors, polishes calf leather shoes and 
blends in beautifully with all these shades. 

It is easier to sell shoes of this new color if your 
customer knows you have the correct color of Boot 


Inquiries 
Invited 





a 6s Koy: 6 mere) - 3 -s 


ke SINTON MEZZ., CINCINNATI, O. 





Creme for them. Show the correct Cavalier Boot 


Creme at the time you fit 
the shoes—shoes will be 
easier to sell. 

Cavalier, the shoe man’s 
polish—sold only by shoe 
men who know shoe care 
best. 


Order today from 
your shoe finder or 


gece mses ai "3 ; 
CAVALIER CoO. 1 Neme 
1201 KEY HIGHWAY, BALTIMORE 30, MD. ; 
West coast factory: Oakland 20, Calif. “ 4 


Shoe Store Equipment 


CATALOGUE 
IS RESERVED FOR YOU! 
=-- Mail Coupon Today! --=- 


ROMITO-DONNELLY 





Address. 


CORPORATION 





i City, 


RAVENNA,OHIO 


Stete. 
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Wanted to Purchase 








M. STOFF and CO. 
CASH FOR SHOES 
Closeouts—Complete Stores 
Phone or Wire Collect for 
137 West B'dway New York City SURPLUS SHOES 
Tel. Beekman 3-0141-2 ° Cc ANCELLATIONS 
COMPLETE STORES 


or wire for fast ac- 
them . . - quality men’s, 
women's and child shoes. 


Fine Footwear ron oven 45 YEARS 
WE BUY “re || Queer 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 























BARIS BUYS for CASH YMMEH@eMteh 


Quick decision on your offers of discontinued and 


hea “n —_ a A g i y surplus mens, women's and children's shoes. 
: THe WATION’S FiNasT Also complete stores considered 
GANCELLATION sSheES sobs lo Fine Shoes From Flee Sources Since 1931 


___719-81 Reade St. _° New York 7, KY. © Tek: WOrth 25180 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 




















MERCHANTS’ NEEDS 





B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
Phone or wire LEASES ASSUMED 
collect 
YOUR NAME PROTECTED #4 


PAY OFF! || 5.¢k SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6958 











Selected fo ft | | WE PAY MORE fecause WE ARE RETAILERS 


your needs! 
Ideas that will WE BUY MEN'S, WOMEN'S AND CHILDREN’S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9630 














help you get 
real results! 














VINCENT EDWARDS & CO. 
1 Medion Aves New von cry || | TOPPS PAYS THE TOPS 
paper ed clpping’svce and spec WE ARE RETAILERS 
mes We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 
4116 Bergenline Avenue 


VINCENT EDWARDS & CO. Union City, N. J. UNion 3-6413 


342 MADISON AVENUE Phone or Wire Collect 
NEW YORK CITY a te 
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Classified and Want Ads 


WANTED TO PURCHASE 








CLASSIFIED 


Sse eae. O4bE.... EDDY ADVERTISING RATES 
We're always ready to BUY your UNDISPLAYED 


* COMPLETE STOCKS ° CLOSE-OUTS | 
* CANCELLATIONS 20¢ a word 


GET TOP DOLLAR °® SPOT CASH Minimum (18 words) . .$3.60 


Phone or Write EDDY SHOE CO. 132 N. 4th St. | Box number, extra... .$2.40 
WA 5-9533 or WA 5-3927 Always Reliable Phila. 6. Pa. Your name and address 


KELLY PAYS TOP PRICES 


Street number one word 
CLOSE OUTS COMPLETE SHOE STORES | neregbemisianl 
ODDS AND ENDS $16 per inch 
Men's, Women's, Children's Shoes Maximum, 46 words to the 


inch. All material must be in 
and Rubber Footwear our office 20 days prior to 


Buyer available within 24 hours after contact publication date. 


KELLY SALES INC. 
1139-41 South Jefferson Chicago, Illinois NOTICE: 
Phone or Wire Collect Wabash 2-3797 Classified Advertising 


is payable in advance 





























SALESMEN WANTED HELP WANTED 











THOMAS SHOES FOR MEN | | ica Largest Shoe Chains has openings for men J&M to License Others 


5 # | with retail shoe experience to manage retail 

Nationally Advertised in EBONY—PLAYBOY | store. (on tg exist locally and out of T a ° 
Magazines. Immediate openings in these town. Excellent salary, commission, bonus, pen To Use Elasticized Topline 
territories: Missouri, So. Illinois; Louisiana, | sion, hospitalization, plus other participation 

Mississippi; Texas; California; Washington, | plans. Write age and full eae etc. Box NASHVILLE, TENN. — Johnston 


Oregon. Enclose photo, resume, references to: 479, 1501 Broadway, New York, N ae 
BRILLIANT BROTHERS COMPANY, Boston 11, Mass. & Murphy, a Genésco division, plans 
to license other men’s shoe manufac- 


NEED SALESMEN IN SOUTH, SOUTH. | SIDELINE SALESMEN WTD. turers to use J&M’s patents on the 


WEST AND NORTHWEST. Strong Line bai ‘ “tote 
Men's Dress and Golf Welts under $10.00 retail. | elasticized topline for men’s shoes. 


State present Line represented. Writ DEAN- rare . j : 
MORRIS SHOE CO. INC., Middleboro, Mass. One patent covers these toplines 


_ SAL ESMAN WANTED TO SELL CHIL. OPPORTU N ITY! and the other is an application pat- 
DREN’S California Style 5 . 


; Playshoes and Slip ent on the use of the leather-covered 
pers as side line. Reply to Box 724, Boor anp h » 
We have several openings for side goring that is employed on Johnston 


SHOr aan, Chestnut & 56th Streets, Phil- 
adelphia 39, Pa | , : Seales “Heaabte é 

THE COLUMBIA SHOE INSTOCK LINE | line representatives for our won- Murphy's oxertop. 
OF POPULAR PRICED WORK SHOES | | derful line of open-stock, in-stock, “The ‘Boxertop’ concept of elas- 
AND BOOTS. Wiscons T Indiana. At- | . paso . - ° 
tractive co scadieiiin. v- ANT nN “SHOE. “ul ed | low-priced Juvenile Footwear. All ticized toplines has had a tremendous 
CO., Sheboygan, Wisconsin _ | open territories are well established. impact on men’s shoes construction,” 


MANUFACTURER OF MEN'S, BoYs’ | | 6% commission, plus bonus. Write. said Duke Rose, vice-president of 
LEATHER SLIPPERS. Established prices for | 


volume or retail accounts. $3.00 retailer. Many | NEIL CARLSON, SALESMANAGER J&M. 


territories open. Reply to Box 719, Boot anp 


oe ee SEABOARD NATIONAL SHOE COMPANY 
22 S$. Hanover St., Baltimore 1, Md. NESLA Holds Fifth Seminar 
2, Louisiona, Mississippi BOSTON—E. H. MacNiece, tech- 


2. Louisiana, Mississippi, Arkansas 
3. Wisconsin, Minnesota, lowa nical consultant for Permacel, a di- 


ey Line or full time if you can SIDELINE SALESMEN WTD. vision of Johnson & Johnson, was 


; . — ¢ women’ a slip lasted 
casual and walking shoes retailing $8.95 to f i 
uest speaker at a Production Con- 
$12.95 write to: SIDELINE SALESMEN_ WANTED for | 2 pe 
- sawve ene Company ital Quality Line of Children’s Shoes. Top Com- | trol Seminar sponsored here by the 
° , . mission. Establishe business in each of the > = 
following territories: 1. Western Pennsylvania | New England Shoe and Leather As- 


and Ohio. 2. Idaho, Montana, Washington and | cote , 
Oregon. 3. Colorado, Utah, Wyoming and | sociation, and attended by 33 shoe 
FOR SALE Nebraska. 4. Greater Chicago area. Reply to executives from 23 association 
Box Ag? Boor a Og — Chestnut | b F hi 7 ae h 
& 56th Sts., Philadelphia 39, P ~ 3S as 
FOR SALE: MEN’S, WOMEN’S, CHIL- - | — sage This weguers wee. nae 
DREN’S SHOE STOCK; All Famous Brands. SIDELINE SALESMEN WANTED FOR | fifth in the current series of man- 
Inventory $15,000. Fixtures and Refrigerated BILLFOLD AND MEN’S' BELT LINE; . 
Air Conditioner valued at $8,700. Inquire: 10% commission. References ome SILON agement seminars arranged by 


Hazel Conder, ABC Bootery, 5918 South Street, PRODUCTS ‘COMPANY, 406 El y 
Lakewood, California, Street, Cincinnati, Ohio. ey | NESLA. 
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Adams Brothers, Inc. 

American Girl Shoe, The .... 
Anchor Wire Specialty Co. ... 
Armour Leather Company ... 


B & R Shoe Co. 

Baris Shoe Co. 

Beebe Rubber Company 

Berned Shoe Co 
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Bristol Mfg. Co. 18, 

Brooks, William, Shoe Co., The 92 

Brown Company (Onco Divi- 
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Brown Shoe Company 


Cambridge Rubber Company 
(Tred-Lite) 

Camitta Shoe Co. 

Carter, J. W., Company 

Cavalier Company 

Chilton Company 

Conseil National du Cuir .... 

Curtis-Stephens Embry Co. .. 


Danskin, Ine. 9¢ 
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CORRAL greater 
profits with... 


GODING 





The boom in casual wear is the 
western look. To bring more prof- 
its into your corral, keep a good 
inventory of Goding Western 
Boots. They’re as authentically 
western as a hot day in the 
Panhandle ... sought by western 
boot wearers as a gusher is by an 
oillionaire. 


Goding Western Boots are all 
Goodyear Welt Construction, built 
to precise and exacting specifica- 
tions with riding or walking heels. 
All colors and sizes to give every 
cowboy or cowgirl in the family 
more style and wear for less 
money, with a full mark-up for you. 


Write today for free 
full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





Automatic Leveling 
with Fingertip Control 


Fingertip adjustment at eye level, finger- 
tip starting, and automatic ejection of iow 
quarter shoes make the Simiiae., Automatic 
Leveling Machine a “‘natural’’ for higher pro- 
duction, easier operation and high quality. 

Powerful hydraulic action of jacks and 
leveling rolls combines with automatic 
length measuring mechanism to ensure bot- 
tom character which is always a faithful 
reproduction of the last from shoe to shoe 
regardless of size. 

For the very best in leveling investigate 
the Motiat, Automatic Leveling Machine — 
Model A. 


Jnited. 
UNITED SHOE MACHINERY CORPORATION 


Boot and Shoe Recorder 





patterns and colors 
created by 
Raymond Loewy 


Manufacturers of footwear products and accessories 
prefer dependable FEDERAN vinyl fabric. FEDERAN is easily 
adapted to all folding, draping, molding and stitching processes 
(Send for full detai/s of colors and patterns) 


Buyers demand FEDERAN, the vinyl fabric that sells 
itself! FEDERAN's obvious appearance of quality—and 
dal -mmot-1adhiler-hdlelame-lale| commendation seals of the 
United States Testing Co. and Parents’ Magazine, 

displayed on the distinctive FEDERAN hang tags, 
streamers and labels, appeal strongly 

domi aal-mmell-Yoralantiar-laialcam ole) elit 
(send for list of eae, Fm manufacturers who 
use FEDERAN for the products you buy) 


Jobb wit a TEXTRON company 686 MAIN STREET, BELLEVILLE 9, N. J. 





it’s going 
to be 
another 


UMMER-SAULT 


Summer 


Today, the children’s shoe business is in business 12 
months of the year. Here’s the shoe that keeps sales up 
with the temperature . . . a new classic, filling a big, big 
need in the children’s shoe field. Summer-Sault ... a 
smash success. It sells because it weighs so very little, fits 


so very well. . . and, because it’s a Stride Rite. 


No matter what they ask for, show them Summer-Sault. 
And wherever they look, show them Summer-Sault — in 


your windows, in fresh young displays inside the store. 
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